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Why experience is 


necessary 

Sin,--Let me reassure John 
Hewson (July 29) that working 
in a media department is not 
essential to passing the Advertis- 
ing Association's examinations 
in that subject: though it would 
doubtless be exceedingly useful 
Your correspondent apparently 
envisages diploma candidates as 
being barely out of their ‘teens, 
whereas only last year it was 
stated that the average age is 
twenty-seven. 

If the diploma signifies nothing 
beyond a capacity to memorise 
text book extracts, one can well 
imagine its value to a holder 
facing an employer confronted 
with a shortage of trained 
experienced executives. Is that 
really the kind of qualification 
anyone wants ? 

It may, of course, be possible 
for the occasional genius to pass 
the examinations without 
practical experience But one 
feels that those considering enter- 
ing the business, together with 
those still in the voucher-clipping 
Stage of their careers, would be 
well advised to test their aptitude 
by first taking the courses for 
the advertising examinations of 
the Royal Society of Arts and of 
the London Chamber of Com- 
merce before embarking on the 
advanced syllabus of the 
diploma. 

Realistic indication of certain 
weak spots should be welcomed 
rather than resented. Mr. Jefkins 
would indeed be doing a dis 
service were he to mislead 
students into thinking all they 
need do is read a few books 
Short of advocating a lowering of 
the standards there seems little 
point in complaining because 
some folk fall down through 
trying to run before their experi- 
ence permits them to walk. 

L. WALTers-Pace 
45 Princes Way, 
London, S.W.19 


To The Editor .. 


Exhibition’s impetus 
lo advertising 


Sin,-The writer of “Talking 
Points” has gently pilloried the 
Scottish Industries Exhibition for 
conducting a publicity campaign 
largely without paid advertising. 

Although, as Scotsmen, we 
usually manage a polite smile for 
any story which appears under 
the heading, “canny,” we should 
like to point out that the Scottish 
Industries Exhibition is financed 
entirely by the Scottish people 
and receives no support from the 
Government or subsidy from any 
other quarter. Our canniness, 
therefore, has the virtue of inde- 
pendence. 

Secondly, as an Exhibition 
authority, we merely represent 
some 300 exhibiting firms, and 
although we, ourselves, may con- 
duct paid advertising on only a 
limited scale, our exhibitors 
undertake very extensive cam- 
paigns. One has only to look at 
the many supplements, special 
editions, etc., which are being 
produced by newspapers and 
periodicals of every kind to 
realise that the Exhibition has 
been, and is being responsible for 
no little advertisement revenue 
finding its way to publishers. 

1. S. TURNBULL. 
Press & Public Relations 
Officer, Scottish Industries 
Exhibition. 


Selling the ad that 
sells the product 


Sir,—-Copytaster has, in my 
opinion, a very strange concep- 
tion of a first-class contact man 
(July 29 issue). His most impor- 
tant task is nor to sell to the client 
the advertisement the agency 
as a whole thinks most suitable 
His main task, surely, is to help 
create the advertisement that will 
best sell the product. 

Many advertisers, small as well 
as large, employ advertising and 
sales managers who have years 
of experience behind them. Many 
have “lived” for years with the 

roduct they are selling and often 

ave experience far greater than 
the agency executive who is con- 
tacting him. If an agency is con- 
tacting such a client they must be 
guided by his superior knowledge 
of the market and the product. 
His admendments to the copy or 
layout will often change what 
otherwise would have been a 
poor advertisement into a first- 
class one. 


Many words have been writ- 
ten about the client who alters 
layouts. We all have different 
views on a good layout. To 
prove my point, pass any layout 
round any creative department 
for criticism. From six layout 
men you will have six different 
opinions on how the layout 
could be bettered. 

I am not an advocate of cor- 
recting layouts and copy to 
satisfy the whims of clients. My 
purpose in writing this letter is 
to put the other side of the argu- 
ment which Copytaster unfor- 
tunately omitted to give. 

ALAN R. Cor. 
1 Charleville Mansions, 
West Kensington, W.14. 


New ‘Standard’ is 
criticised 

Sir,-How many editors, one 
wonders, had a voice in the new 
British Standard*, specifying that 
henceforth the depth (vertical) 
shall be given first when dimen- 
sioning printing plates, blocks, 
advertisements and other printed 
matter? Never in my 25 years’ 
experience in journalism have | 
been in an editorial office which 
did other than specify the width 
first. This, for the very good 
reason that first and foremost we 
are governed by the width of our 
columns, and seldom by their 
depth 

Is it now seriously suggested 
that we should (a) knowing our 
required width, then work out 
the depth, solely to specify this 
as the governing factor to the 
block maker, or (b) start off by 
taking a hypothetical depth and 
play about until we find one 


THIS WEEK 


Copytaster on “How to get attention 
or die,” page 310. 


NEXT WEEK 
How to sell aeny by direct 


which will give us our width? 
Both would leave us at the mercy 
of the block maker as to whether, 
in practice, he could give us that 
width. The antiquated method of 
visually sighting and manually 
engraving the cut lines on a block 

still practised by most process 
houses—would be for ever pro- 
ducing blocks wider or narrower 
than our column widths. 

This standard is emphatically 
one which deserves to be ignored 
by editors. It is nonsense to say 


that there is already “a consider- 
able measure of agreement” on 
the “height first” method, if this 
is alleged to refer to editorial 
needs and practices, in Britain or 
elsewhere in the world. 
HowarpD WILLIAMS 


Editor. 
Packaging Review. 
* B.S. 2489: “Sequence of 


Measurements for Printed Matter” 
(including advertisements and print- 
ing plates), prepared by a commit- 
tee of the B.S.1. Printing, Stationery 
& Allied Trades Standards Commit- 
tee, in which the following organisa- 
tions were directly represented: 
British Federation o Master 
Printers; Electrotyping and Stereo- 
typing Employers Federation ; 

ederation of Master Process 
Engravers ; Newspaper Society; 
Periodical Proprietors Association 
Ltd.; Incorporated Society of 
British Advertisers; Institute of 
Incorporated Practitioners in Adver- 
using. 


Audible advertising 


Sm,—Although I do not care 
for ice cream I have no doubt 
that it is “a great cenvenience 
for intending purchasers to be 
given some unmistakable indica- 
tion of the arrival of the vehicle” 
which distributes the stuff. 

As a public spirited citizen, | 
am willing to suffer silently the 
twanging notes which can be 
heard a quarter of a mile away, 
in order that no busy housewife 
shall miss the gaudy van and so 
be put to the trouble of prepar- 
ing a second course for Sunday's 
luncheon. 

However, I feel bound to 
question whether the indication 
is so unmistakable when the van 
driver apparently finds it neces- 
sary to add to the cacophony 
an enthusiastic fanfare on the 
vehicle’s horn 

When the latter is done while 
the vehicle is stationary it is, of 
course, illegal 

A. C. V. Kenpaii. 
Wheatsheaf House, 
Dinton, 
Salisbury. 


FINE QUALITY SILK SCREEN PRINTING 
ae Y A. Shan hland ‘Lim iled °« 
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The Dorland Attitude to Commercial Television . .. No.2 


Duncan Ross 


makes news 


news: —“‘Brilliant Scriptwriter leaves Lime Grove for advertising” says the 
Sunday Graphic. “Talented writer-producer of T.V. to work for an agency” 
says the Manchester Evening News. ‘‘One of the big advertising firms has scored 
a resounding success” says the Daily Dispatch. “Big capture” says the Daily Mail. . . 
and so on. 

All this shows the esteem in which the work of Duncan Ross is held by competent 
critics. The first full-time scriptwriter to be employed by B. B. C. Television, his pro- 
grammes such as “The Magistrate’s Court”, the “Course of Justice” series, “The Loch 
Ness Monster’, “Dockland”’, “Behind These Doors”, etc. received high praise. 

Duncan Ross brings 21 years knowledge of the cinema and theatre and 7 years T.V. 
experience, gained both here and in Canada and U.S.A., to Dorland who have been 
particularly impressed by his skill and imagination in bringing everyday things vividly 
and convincingly to life . . . a talent that, in the Dorland view, is the first need of the 
T.V. advertiser. 


Te announcement that Duncan Ross is to head Dorland Television has made 


DORLAND ADVERTISING LTD. 


DORLAND 


Incorporated Practitioners in Advertising 


2 
Dorland House, 18/20 Regent Street, London, $.W.1. "Phone Whitehall o112. bf ¢ 
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OUR MECHANISED 
SCREEN PRINTING 
SERVICE 


The Display Craft Organisation 
offers you a comprehensive ser- 
vice for the production of 
Showcards, Cut-outs and Win- 
dow Display Units, Silk Screen 
printed in quantity economic- 
ally and speedily. 

Have you seen our new 8-page 
folder illustrating many of the 
Displays we have produced for 
famous National Advertisers 
and their Agents? Please write 
for a copy—it will be sent 


immediately. 
me 
yy lay ‘ail 
| y UU 


RING BRIXTON 7871-4 
88 ACRE LANE, LONDON, S.W.2 
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INTRODUCES YOUR 
PROS TO THE 


HOMES OF 
DRTHERN 


No. 2,146 


"Phone: Chancery 8844 


55/- Overseas 


THURSDAY, AUGUST 12, 1954 


E 
RELAND 


advertisements. 


On August 21 the “Express” will carry a two-colour half- 
page (on page 3) for Stork margarine in all issues. Blue is 


the second colour. 


Leslie Needham, director of advertising, Beaverbrook 
Newspapers Ltd., states the rate for the half-page is £2,500 


plus £750 for the extra colour. 


“This will be in the nature of a trial run,” said Mr Need- 
ham, “to see if colour advertising can be reintroduced 
A number of advertisers are making their 


The “Daily Express” carried colour advertising—includ- 
ing four-colour advertisements—in 1951 for a short period 


permanently. 
plans.” 


‘Express’ trial run 
for colour ads 


The “Daily Express” is bringing back colour into its 


but had to drop it owing to labour difficulties. 
Lintas are the agents for Stork margarine. 


TV problems 
for publishers 


The Newspaper Proprietors’ 
Association and the Newspaper 
Society are shortly to consider 
problems concerning the publica- 
tion of programmes when com- 
mercial TV starts. 

Two major questions have to 
be answered: 

Will newspapers publish ITA 
programmes alongside those of 
the BBC? 

Will references to ITA pro- 
grammes be permitted in adver- 
tisements in rere geod 

At present ad references to 
Radio Luxembourg programmes 
are barred 

No statement from newspaper 
publishers is likely before next 
month 


ITA MEET 
Hundreds of applications have 
already been received by the 
Independent Television Authority 
for the post of director general. 
The ITA held a private meeting 
on Tuesday. It is understood the 
Authority is concentrating on: 
the appointment of a director 
eneral, the establishment of sites 
or transmitters, and making 
arrangements for working with 
contractors 


‘JUNIOR MIRROR’ 
SEPTEMBER 10 


The new Junior Mirror will be 
Tepes on Friday, September 
0. 


Philip Zee, the Daily Mirror 
director in charge of the pro- 
ject, stated this week: 

“It is definitely not going to be a 
comic paper. It is designed to 
be a really modern, up-to-date 
children’s newspaper with as 
much topicality as production 
and publishing arrangements 
will permit.” 


Ster 


A party of London space buyers flew to Manchester Airport on Saturday 
to attend the “‘Daily Dispatch” International Gold Cup car race at Oulton 


Park, Cheshire. Here the party is being received by Gordon Erridge, of 

British European Airways. Left to right-—Charles P. Hannigan (advertise- 

ment manager, ‘Daily Dispatch’), i C. Rushton (Dorland Advertising 

Ltd.), F. Monkman (Colman, Prentis & Varley Lid.), G. H. Procter (Alfred 

Pemberton Ltd.), G. C. Manley (George Cuming Lid.), H. Lee (Rumble, 

Crowther & Nicholas Ltd.), K. Reeves (Allardyce Palmer Lid.), and 
H. Hollingshead (S. H. Benson Ltd.), 


MEMO TO CLUBS URGES ACTION 


ene use 


ON PR FOR ADVERTISING 


A memorandum is being circu- 
lated to publicity clubs through- 
out Great Britain this week urging 
them to play a full part in a 
public relations campaign for 
advertising. 

They are asked, by the Adver- 
tising Association's publicity 
committee, “to shape _ their 
autumn and winter programmes 
deliberately towards public rela- 
tions for advertising.” 

Among suggestions they will 
consider are: 

Joint meetings with works 
managers, teachers, and profes- 
sional organisations for debates 


or talks on advertising. 

Visual aids—and the likely 
use of a portable exhibition on 
advertising. 

A film strip. 

The appointment of 
relations liaison officers. 

The opportunities for co-opera- 
tive PR work between neigh- 
bouring clubs, 

They will be told that Dennis 
Last, the Advertising Associa- 
tion's information officer, “will 


public 


prepare the ammunition, and it 
is hoped the clubs will fire it 
off.” 
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Iron Curtain countries are exhibiting at 
British Food Fair 


TWO 


MILLION TIT-BITS 
GIVEN AS FREE 


WILL BE 
SAMPLES 


in a determined bid to break into the British market 
Russia has booked the largest individual space at the British 
Food Fair to be held at Olympia from September 7-18. They 
will occupy nearly 5,000 square feet of floor space. 


oes ee *omeely /” 
Copytine bere for a Savile es 
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From ‘To-morrow’s Topics’ 
June 17 


Ads on Glasgow 


tram tickets 


Glasgow Transport Corpora- 
tion has reintroduced advertising 
on the back of tram tickets. 

Forty years ago the space on 
the back of tickets was let to 
advertisers, but this facility was 
dropped owing to lack of sup- 
port. 

The present arrangement is 
that the Corporation does not 
gain directly from the advertis- 
ing, but the firm that prints the 
tickets reduces the cost to the 
Corporation on the advertisement 
revenue it collects. 

The Corporation has the right 
to reject any advertisement con- 
sidered unsuitable. 


Soviet exhibits will include 
salmon from Siberia, liquors 
and wines, pink champagne 
from Crimea, crabmeat, confec- 
tionery, fruit and vegetables, 
dairy products, ham and 
sausages, sturgeon, vodka and 
caviar. 

Their products will be pre- 


sented in boxes, cartons, tins and 
bottles carrying highly individual 
designs, printed in rich colours. 

Other Iron Curtain countries 
to be represented at the Fair will 
include Bulgaria, Hungary and 
Poland. 

In all, the Food Fair, which 
this year is being sponsored by 
the Daily Express, will extend 
over five acres of floor space. 
One hundred and _ forty-two 
British manufacturers will 
represented. 

Many will be offering free 
samples and it has been estimated 
that at least two million tit-bits 
including ices, sweets, tea, soups 
and wines will be given away 
during the 11 days of the Fair. 

A one hundred-foot windmill 
flanked on each side by twin 
staircases, will dominate the 
Grand Hall. Other features will 
include an International Kitchen, 
staged by the Gas Council, where 
18 different countries will cook 
their national dishes. 

O’Sheas Publicity Services Ltd. 
are the press representatives. 


Bowater’s new Tennessee mills will 
relieve newsprint pressure 


Although the entire newsprint 
output of Bowaters’ new Tennes- 
see pulp and paper mills for the 
next if years has already been 
sold under long-term contracts to 
more than 100 publishers in the 
southern states of the U.S., the 
mills are likely to ease the British 
newsprint shortage indirectly. 

Sir Eric Bowater (chairman, 
Bowater Paper Corporation, 
Ltd), said at a press conference 
on Monday that the new project, 
which represented the ~~ o in- 
vestment of British capital in the 
United States since the war, was 
bound to be a big dollar-carner. 
The new mills’ output of sulphate 
pulp, at present 55,000 tons 

rly, is being exported to the 
United Kingdom mills of the 
Bowater Organisation for use in 
the manufacture of newsprint and 
in the production of printing and 

ckaging papers. 
arte that tended to relieve 
the oe pressure on available 
newsprint must be of benefit to 


every user of newsprint, said Sir 
Eric. The new mills would also 
relieve the pressure on the raw 
materials market. 
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Pictured at the lunch preceding the judgin 

competition are (left to right) Bill Howard Patterson (Rex Publicit 

Ray Drury yee y J manager, Alligator Rainwear Lt > Sov 
rics’ ) and Robert Grayer (Rex Publicity). 


Lid.), 
Ostlere (‘Fashions and Fa 


FILM SUCCESS 
AT VENICE 


For the fourth time in four 
years, a film from the Halas and 
Batchelor cartoon studios has 
won a leading place in the 
Venice Film Festival. 

This year, their Technicolor 
cartoon called “Power to Fly” 
was awarded a first prize. In 
common with its predecessors it 
was produced for the Anglo- 
Iranian Oil Company. 

Produced by Allan Crick and 
directed by Bob Privett, “Power 
to Fly” is a stylised history of 
the development of flight. Voice 
characterisations are by Maurice 


’ 


| 


, 


Denham and the music was 
composed by Benjamin 
Frankel. 


After working in New York 
for three months as art directors 
on Louis de Rochemont’s latest 
production for Cinerama, John 
Halas and Joy Batchelor re- 
turned to their London studio 
last week. 

Their studio's transitional se- 
quences were based on a stained 
glass window technique, the 
animation and painting being 
carried out on huge Perspex 
sheets 10 ft. x 4 ft. with the 
aid of luminous coleur trans- 
parencies. 


Deer Sir or Madam, 


Buy 
Guaranteed USED CAR, 


ea MUMFORD 
2. the 


used car with a Name! 


It will remain, 
Yours faithfully, 


and white blown uP oO ‘ typewritten” poster is 


black 
W. Mumford Lid, Ply 


Several variations in the message, SS in typewritten form, are being used. 
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of the Alligator window displa 
Sepic 


Window dressing 


contest 

The Sunday Graphic weekly 
fashion contest featured eight 
Alligator coats a few weeks ago. 
Beneath the contest was a half- 
page advertisement for Alligator 
Rainwear, Ltd. The same week 
a nation-wide window-dressing 
contest was sponsored, of which 
the only rules were that each 
window should feature the eight 
coats together with a copy of the 
Sunday Graphic open at the com- 
petition page. 

Sherrif and Ward, of Win- 
chester, gained first prize, and 
their display manager, E. A. 
Cooper, was awarded a weck’s 
holiday for two at a luxury Paris 
hotel. A panel of judges was 
headed by Stanley Mason, editor 
of Fashions and Fabrics. 


THE CARD 


Soon after Edinburgh Corpora- 
tion decided to allow rear adver- 
tisements on their buses, L. 
McCaig Cowan, chairman and 
managing director of the Cowan 
Advertising Service, Glasgow, saw 
a picture postcard, with a pull- 
out pictorial strip, displayed out- 
side a shop. 

He went in and purchased the 
entire stock. The card carried 
the words: “Here’s some news 
from Edinburgh.” He sent the 
cards to prospective advertisers, 
and wrote on the back: “For the 
first time Edinburgh Corporation 
are allowing one rear ad. on their 
new double-deckers—would you 
like to be amongst the first to 
book these sites?” 


Policy unchanged 


The directors of the Wandsworth 
etn ol News Co. (1954), Ltd. 
state t although there has been 
a reconstruction of the company for 
internal reasons, the irection, 
management and policy of the 
newspaper will continue on exactly 

same lines with F. Brown as 
managing editor, Miss M. Colling- 
, advertisement manager, and a 
that has been with the company 
= many years. 
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ADVERTISER'S WEEKLY 


A page about men with faith in the future—and advertising 


New plant for 
‘Mirror’ group 


New printing plant in Stam- 
ford Street, near Waterloo 
Station, in which £1 million has 
been invested by the Mirror 
group, was opened by Cecil 
King, chairman, on Sunday. 

Mr. King announced that the 
Group hoped to vacate their 
Rolls Building, Fetter Lane, 
headquarters in four or five years’ 
time. Plans were being made to 
develop the Wallis site in Hol- 
born. He said the new building 
would be the most up-to-date 
and best equipped newspaper 


offices in Great Britain and 
probably in the world. 
When the Stamford Street 


plant has been brought into full 
production, the present Mirror 
premises in Back Hill Street will 
be taken over by the London 
School of Printing. 


Cecil H. 
“Daily 
torial” 
eneral 
Society of 
Stereotypers 


King, chairman of the 
Mirror” and “Sunday Pic- 
companies, with A. J. Buckle, 
secretary of the National 
Electrotypers and 
(centre), and L. J. 
Cumner, labour adviser of the 
Newspaper Proprietors’ Association 
(right), at- the opening of the new 
printing establishment in Stamford 
Street. 


Press rivalry 
in Glasgow 


Kemsley’s Glasgow whe J 
News appeared on Monday wit 
a 17-ineh-long page instead of 
the previous 16 inch, and 2-inch 
by 14 inch title block instead 
of the one which, with two 
shoulder ads now dropped, took 
two inches deep right across the 


page. This gives the same page- 
size as the Evening Times 
(Outram’s), and, the News 
claimed, the equivalent of an 


extra page of reading matter. 

The Evening Citizen added on 
Saturday to its all-sport green 
edition a complete four-page 
junior supplement and  an- 
nounced more women's features 
and a new advice service for its 
Housewives’ Club. 

On Monday the Evening 
Times offered free to women a 
cookery book issued by the Stork 
margarine cookery service. 
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‘Aavertise courageously” 
in the “Eastern Daily Press” 


Advertise Courageously... 


is the message im this half-page advertisement 
by Willsmore & Tibbenham (Norwich) Ltd. 


Other large spaces will follow. 


Aspro chairman defends 
brand name advertising 


IGOROUS defence of brand name advertising is made by the 
chairman of Aspro Lid., Maurice A. Nicholas, in his annual 
stockholders. 


Statement circulated to 


“In recent years there have 
been many attacks in Parlia- 
ment and elsewhere, on the 
advertising of oducts bearing 
brand names,” Re says. 

“Amongst other things it has 
been stated that the cost of ad- 
vertising brand name goods 
means higher prices to the con- 
sumer. I say, categorically, that 
statements such as this are so 
much nonsense, and do not 
reflect the facts. 


Quality at right price 

“I firmly believe in a society 
of free enterprise, as this is the 
only type of society which can 
provide all the goods and services 
we need at the lowest possible 
price Why Because, in 
essence, ens ‘ctieaiine means 
competition and only in a keenly 
competitive market is it possible 
to purchase quality articles at 
the right price. 

“Brand names identify the 
name of the manufacturer with 
the quality of the product. 
Brand names covering a similar 
range of products ensure that 
the customer has a choice; and 
why should not the customer be 
able to choose his or her 
favourite brand ? 

“There is no doubt that the 
British housewife, in particular, 
has welcomed the relaxation of 
controls and the privilege once 
more of buying whatever brand 
or type of product she desires. 

“The alternative to brand 
name products, as we well know 
from our war-time experience, 
usually means ~ standardisation 
and an inevitable lowering of 


quality. Such a state of affairs 
is unacceptable in peace-time to 
free peoples. 

“We can preserve our right to 
choose and obtain value only 
when brand name manufacturers 
can compete by advertising and 
promoting their respective pro- 
ducts. 

“ Advertising brings us the 


news of improvements and of 
new products. It creates demand. 
expansion of production, and 
is fundamental to consumer 
choice. 

“As a community, we must 
encourage advertised nds, 


not destroy them. They are our 
protection against monopolistic 
practices, either governmental or 
otherwise, and the lowering of 
quality standards.” 


8d in the £ on 
publicity 

Returns of expenditure under 
various headings by Aer Lingus 
(Irish Air Lines) during the past 
year show that 8d. out of every £ 
spent went on publicity and 
advertising. On the company’s 
total expenditure of £1,901,006 

this represents about £63,366. 


Parker Pen ad 
budget boost | 
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| This year the Parker Pen 
Co. are spending almost as 
| much on advertising as they 
| did in 1950 and 1951 put to- 
| gether. 

| In an 
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advertisement in | 
“British Jeweller” they answer | 
the question “How can we | 
afford to increase our adver- | 
tising every year?’ Copy | 
reads : | 
“The reason is that money | 
for advertising comes out of | 
sales. When sales go up, | 
there's more money for adver- | 
tising. When we spend more 
on our gift advertising, sales 
go up again. And so on, It's | 
| 


as simple as that.” 


The “Motoring Weekly Advertiser’ 
is using a new publicity medium 
stock car racin The paper has its 
own car a two drivers and 
mechanics who tour the tracks. 


Campaign theme 
is ‘Advertising 
cuts our prices’ 


Theme of a winter campaign for 
Suba-Seal hot water bottles is 
that increased sales ~~ 4 
advertising have enabled the 
manufacturers to make sub- 
stantial reductions throughout 
their price range. 

The Leeds agency, Whitehall 
Advertising Lid., are handling 
the campaign. 

Suba-Seal hot water bottles are 
made by W. Freeman & Co., 
Lid., of Barnsley. 

Half-pages have been booked in 
Picture Post, Illustrated, John 
Bull, Woman, Woman's Own 
and other weekly and monthly 
women’s Journals. 


POTATO MARKETING BOARD TALK WITH AGENTS 


Consultations are now taking 
place between the Potato Market- 
ing Board and several advertising 


agencies. 

“If advertising can help us 
stimulate the sale of potatoes 
any way it will be used,” A. J. D. 
Howells, the secretary, told 
“Advertisers Weekly.” 


Before the war the Board did 
not use agents. Publicity was 
handled direct. It was chiefly 


posters and public relations. One 
publicity 
“Potato Fight” — glamour 
troupe which went on tour to 

how potatoes kept them 
beautiful. 


effective 
the 


scheme was 
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ADVERTISER'S WEEKLY 


‘Pompous pamphlet’ under 


trade press ad chief 


ADVICE ON ADVERTISING DESCRIBED 
AS ‘IMPERTINENT, MISLEADING’ 


ewes has been vigorous trade press reaction to the 
leaflet issued to members of the British Engineers’ Asso- 


ciation and of the British Electrical and Allied Manufac- 


turers’ Association (quoted in our last issue) “to assist in 


assessing the merits of advertising in trade and technical 


journals.” 
eh Bw 


ment director, 
Record, writes: 

My colleagues in all sections 
of the trade press and technical 
press must have been aroused 
by your report of the document 
issued recently to advertisers by 
a “joint publicity committee” of 
electricians and engineers. If the 
electrical and engineering press is 
in the sorry plight implied it has 
my sympathy. On that | am 
neither entitled nor qualified to 
comment, although I cannot 
believe it, but one aspect of the 
affair concerns us all 

Having perpetrated this 
pompous pamphlet its sponsors’ 
pride welled up to the magnani- 
mous gesture of offering copies to 
advertisers in other businesses. 
All this, it seems, had the support 
of the Incorporated Society of 
British Advertisers. 

lt is misleading to suggest that 
this leaflet should he the standard 
for assessing the trade press and 
technical press as a whole. Exe 
cutives in advertising agencies 
and manufacturing organisations 
might be tempted to use it as 
their yardstick instead of doing 
their own thinking 

Why did this committee not 
have someone explain to them 
the fundamentals of the subject 
on which they proposed to com- 
ment before embarking on such 
a venture, especially in view of 
the fact that by virtue of their 
title their observations would 
have the stamp of authority. 


advertise- 
Drapers’ 


Tottman, 
the 


Comments ‘ pointless ’ 

Their lack of understanding of 
the difference between the func- 
tions of two quite distinct types 


of publication made many of 
their comments pointless, and 
often ridiculous, especially when 
applied to the fields beyond their 
native electricity and engineer- 
ing. 

A technical publication caters 
for those who produce; a trade 
paper for those who buy and sell 
in the process of retail distribu- 
tion, They have different focal 
points, and different approaches, 
even if their basic subjects are 
the same. Anyone who cannot 
grasp that elementary fact should 
not presume to assess the finer 
points 

Trade papers 
magazine 


both 


cate- 


fall into 
and newspaper 


gories. Trade newspapers must 
do more than report § and 
comment on merchandise. They 
have to deal with all aspects of 
trade politics and events, market 
trends, promotion and admini- 
stration methods and ideas, per- 
sonnel movement, and keep 
check on internal and external 
influences in addition to being 
protectors and promoters of retail 
trade interests, Their scope must 
be broad enough to take in sub- 
sidiary subjects where necessary, 
but they deal with technicalities 
of production only when they 
directly affect retail selling 


When ads are news 

A trade newspaper is deter- 
mined by its function, whatever 
its page size or the nature of its 
make-up, and it is quite inci- 
dental whether it carries editorial 
news or advertisements on its 
cover. Indeed, advertisers’ an- 
nouncements provide news for 
trade buyers just as important 
as the reports by the editorial 
staff But the “joint publicity 
committee” apparently imagine 
that to be a newspaper a publica- 
tion must look like a popular 
daily. 

So many of their observations 
are so fatuous as to be hardly 
worth further notice. Imagine a 
joint committee sitting in solemn 
deliberation and producing this 
one, for example: “The inclusion 
of the names of the editor, the 
publishers, directors and executive 
staff, on whom the success of the 
journal depends, gives confidence 
to readers.” 

Does this committee not even 
know that by law the publishers’ 
name and address must appear? 
That apart, however, publication 
of names of executives is a 
matter of taste 

The textile industry, | am sure, 
will be agog at this revelation: 
“For journals with a substantial 
overseas circulation editorial 
illustrations are imperative. 
Colour is considered desirable.” 
(The italics are mine.) 

Perhaps some kind printer will 
show the committee rotary 
presses at work and the handling 
of full colour art paper sections, 
and explain the necessity for 
different weights and textures of 
papers 

The 


comments on rate cards 


seem obvious enough, but if the 
committee would like to see a 
comprehensive rate-card | shall 
be happy to,send them one. 

Comments on availability and 
authenticity of circulation data 
are justified, though the very 
detailed analyses sought would 
only be possible with a handful 
of readers on a limited subscrip- 
tion basis. In any event our cir- 
culation data is lodged with the 
Institute of Incorporated Practi- 
tioners in Advertising and is 
available to any bona-fide en- 
quirer 

By and large it was impertinent, 
misleading and somewhat mis- 
chievous to suggest that this 
document could be regarded as a 
gauge fer the trade press as a 
whole, and I have no doubt that 
applies equally to the general run 
of the technical press. 


EXPORT LINK-UP 


SOUTH WALES 


Fe a a eee RNR 


‘COVERNMENT 


August 12, 1954 


A new series of nine Mobil road 
maps covering the whole of the 
British Isles has been published by 
Vacuum Oil Company. Packed in 
display cartons, pictured above, they 
are being sold at Mobilgas and 
Mobiloil service stations throughout 
the country, price sixpence each. 


Leon Goodman Displays Lid. built and installed this window display in 


the Strand offices of the New South Wales Government. 


The Government 


and the Nuffield organisation wished to show the link between Cowley, 
England, and Sydney, Australia, for the export business in cars between 
the two countries and illustrate the fact that the cars are pee to New 


South Wales in pre-fabricated parts and assembled by Nu 


eld in Sydney. 


DOUBLE SPACE OF LAST YEAR’S EXHIBITION. 


The success of the 1953 
International Handicrafts, Home- 
crafts and Hobbies Exhibition at 
Olympia has been proved by the 
fact that this year—-September 9- 
23--the organisers have been 
able to sell more than double 
the amount of space to 
exhibitors 

A novel feature of the Exhibi- 
tion will be the use, for the first 
time, of a Chartex electric 
machine which, by the pressing 
of a button, will enable any 
visitor immediately to locate the 
time and place of any demon- 
stration in which he or she is 
particularly interested. There 
will be approximately 200 live 
demonstrations. 

The nation-wide handicraft 
competition has this year 
attracted an increased entry. 
Last year more than 1,500 
entries were received for the 
competition, which carries a first 
prize of £250. 

rhe international aspect of the 
Exhibition is exemplified by the 


fact that individual entries are 
now being received from coun- 
tries as far apart as Brazil, Nor- 
way, Malta and Mexico, and 
exhibits from France, Italy, 
Hungary, Rumania, Poland, 
Jugoslavia, Pakistan, and the 
Gold Coast. 


Courtaulds-Ford 
in ad tie-up 


Courtaulds had an 
tic-up in a recent issue 
American fashion retail paper, 
Women's Wear Daily. They 
linked with Ford in a double 
page spread. 

[he advertisement 
that Ford used Courtaulds’ 
Coloray solution dyed rayon 
staple for convertible tops. 

Courtaulds are also taking 
space in Daily News Record and 
Men's Wear Magazine, all of 
which are published by Fairchild 
Publications of New York. 


unusual! 
of the 
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August 12, 1954 
‘TWO FREDS’ 


BEDSER AND 
ARLOTT IN 
PROGRAMME 


Alec Bedser (Sunday Chronicle) 
and John Arlott (Evening News) 
are sending messages for the pro- 
gramme of the Two _ Freds 
cricket match in aid of NABS, 
to be played at Hurlingham on 
September 8. They join Len 
Hutton, Denis Compton and 
E. W. Swanton, whose names 
were anounced last week. 

Latest programme subscribers : 

David Allen & Sons, Ltd.; Auld 
& Tilbury Ltd.; Bisto (Cerebos 
Ltd.); Bristol Evening Post; BBC; 
Central Advertising Service Ltd.; 
Circular Distributors Ltd.; The 
Daily Telegraph. 

_ Downtons Ltd.; Fishburn Print- 
ing Ink Gs Ltd.; Graham & Gillies 
Lid. ; E. L. Mash & Associates; 
Frank "Yaeres & Co., Ltd.; E. D. 
(“Toby”) O'Brien; Penton Publish- 
ing Co.; Smee’s Advertising Ltd.; 
Transart Ltd. 

Further gifts for the auction have 
now been received from: 

Chas. Baker & Co. (A. Todd); 
Yardley Lid. (Wm. C. Thielé); 
Bourne & Hollingsworth Ltd. 
(K. Bollington); Imperial Tobacco 
Co.; Tokalon Ltd. (G. P. Tottem); 
Eversharp Lid. 

British Van Heusen Co.; Idris 
Lid.; Kleen-e-zee Brush Co.; 
Suchard Ltd. (M. R. Rakusen). 

Ambrose Wilson Ltd (L. A. 
Strachan) ; Truvox Ltd. (BE. 
Morris); C. & E. Morten Ltd. 
(P. R. Thomas). 

British Nylon Spinners; Sternol 
Lid. (T. A. Roberts); Ronson Ltd. 
(R. amg Yeast Pac Co., Ltd.; 
Chas Phillips Chemical Co., 
Ltd. ; Ballito Hosie Mills Ltd. 
(Frederick amt Bour} ois Le: 
Lever Bros. Ltd.; GEC 
Clarkson); Good Pe SE 
(Miss Olive Bird); Blighty ring 
Chappell); Crayson Coats. 


1,677 MILES TRIP 


Twelve Norwegian advertising 
agencies were represented on a 
recent trip to the “ land of the mid- 
night sun."’ The tour, which was 
arranged by the Social Democratic 
Press of Norway A-Pressen, covered 
a distance of 1,677 miles. 


iven b 


At a luncheon party 
lbert 


to say goodbye to 


the United States Lines in the Belfry Club 
. Roraback, Jr., 


who has been advertising 


representative of “Time” and “Life’’ in the U.K. and Ireland for four years. 


» @ Fe: 


Russell Insley (Foote, Cone & Belding), 
Miss Susan Shanks (“Daily Mail’’), 


Albert E. 


Roraback, 
Tarleton Winchester (asst. 


European 


general manager United States Line) and R. A. F. Williams (advertisement 
director, Condé Nast). 


Second thoughts on ‘Express’ posters 


The Daily Express “Don't Re- 
arm Germany” poster has been 
banned by the Leeds Corporation 
transport committee after it had 
already appeared on 40 trams and 
60 buses in the city. 


This follows on the report last | 


week that the poster had been 
banned by the British Transport 
Commission and that a similar 
press advertisement had been 
rejected by a number of news- 
papers. 

Ald. John Rafferty, chairman 
of Leeds transport committee, is 
reported to have said that ‘the 
poster wag banned because of its 
political implications and because 
it was against the department's 
policy to carry advertising matter 
of a contentious nature. 


‘One at a time’ say 
the planners 


Willing & Co., Ltd., have asked 
Worthing Town Council if they can 
enclose vacant plots of land in the 
town, at present used as casual 
dumping grounds, with modern 
advertising displays. 

The Council's planning committee 
has replied that any decisions must 
be made in respect of particular 
applications when they are sub- 
mitted. 


‘Generosity of the poster industry 
exceeded our expectations’ 


Admiral Sir Charles Daniel, 
chairman of the National 
Fund for Poliomyelitis Re- 
search, writes to the Editor: 

“As your readers will know, 
the National Fund for Polio- 
myelitis Research has been 
running a publicity campaign 
this summer. 

“Members of the British 
Poster Advertising Association 
and the London Poster Adver- 
tising Association have given 
sites for nearly 12,000 double 
crown posters and 2,500 16- 
sheets. 


“This generous gesture far 
exceeded anything that we 
expected, and I would like on 
behalf of my Council to ask 
your permission to convey, 
through your columns, 
Fund's most sincere thanks to 
all those who have helped us 
in this way.” 

Sir Charles adds : 

“These valuable sites have 
been of the greatest assistance 
to us, and the Fund is deeply 
sensible of the generosity of 
the members of the two 
organisations concerned.” 


Rainbow agency’s 
first accounts 


First list of accounts for the new 
Nigel Rainbow & Partners Ltd. 
advertising agency has been pub- 
lished. The majority are technical 
accounts, as the policy of the agency 
will be to deal mainly with clients 
of this type. 

Effective date of the agency's 
taking over the accounts was 
August 1. Most of the accounts 
were formerly handled by Rathbone 
Publicity Lid.—where Nigel Rain- 
bow was formerly managing direc- 
tor for five years. The transfer of 
the accounts was completed by 
mutual agreement between the two 
agencies. 

The accounts are: 


Acorn Machine Tool Co., 
engineers; C. Casper & Co. 
machine tool importers; Catmur 
Machine Tool Co., Ltd., machine 
tool merchants; C.V.A. _ Jigs, 
Moulds & Tools Ltd., machinery 
and tools; C.V.A. Small Tools Ltd., 
small tool merchants; Gauges 
Instruments Lid., toolmakers; EB. H. 
Jones (Machine Tools) Ltd., 
machine tools; Pitter Gauge & 
Precision Tool Co., Ltd, fine 
measuring equipment; Smart & 
Brown (Machine Tools) Ltd, 
machine tools; Hey Engineering 
Co., Ltd., machine tools. 

Paul Granby & Co., Lid., forging 
presses; John Kimbell & Co., Litd., 
machine tools; the K.S.B. Manu- 
facturing Co,, Lid., pumps, etc,; 
the Merlin Engineerin Co., Ltd 
automobile plant; 
Theelan Lid., button merchants; 
Wilkinson Machine Tools Co., 
machine tools; W. & A. M. Robb 
Lid., button makers; W. Neil & Co., 
Ltd., steam engineers, chimneys, 
etc.; Durtnall & Hepwell Ltd., heat 
treatment specialists; W. J. Med- 
dings Lid., drilling machines, etc, ; 
Grimston - Astor Lid., launch 
builders. 


Lid., 
Ltd., 


Jammer & 
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Club News 


Popular visit 


Last Friday, a party of 39 
Regent Advertising Club mem- 
bers took a coach trip to the 
Prospect of Whitby and the 
Tower of London. Many more 
members wanted to be included 
in this trip, so another has been 
arranged for September 3. For 
this also, all tickets have now 
been sold. 

Phillip Jones, the Regent Advertis- 
ing Club's new NABS Steward, has 
announced that his minimum target 
for this year is £100—or 2s. from 
each member. Charles Hayward 
has started the list with £2 2s. from 
the profits of the social committee's 
showboat evening. 

Programme qvenings will be held 

in this winter hey will take 
elise at the Royal Seciety of Arts 
hal on November 4 and in January 

arch. 


Glasgow 


New appointments 


The Glasgow Publicity Club 
resumes its activities on October 
1, when the weekly luncheons 
start for the 1954-55 session. 
James E. Hastings, president of 
the Club, will be in the chair. 

The following appointments 
have been made: 

Programme convener: 
Frederick C. Dench; social con- 
vener: William oo a Jt. 
NABS steward: Ceci 
club magazine editor: Tom, H. 
Fairbairn, Jr; educational con- 
vener: James W. Mustard; 
junior section convener: W. B. 
Wilkinson; membership  con- 
vener: Alex. Kerr; press rela- 
tions officer: Douglas Hamilton. 


Leeds 


First autumn meeting 


The first meeting of the autumn 
session of the Publicity Club of 
Leeds will be a luncheon on 
September 21, at the Great 
Northern Hotel, Leeds. The 
speaker will be L. du Garde 
Peach, the well-known author. 


Birmingham 


August luncheon 


The Birmingham Publicity Asso- 
ciation, who are to continue their 
luncheons throughout the summer, 
are to hold their August luncheon at 
the Imperial Hotel on Lae 

ust 17. Chief guest will be E. 
full the advertisement director of 
the Daily Herald, who will speak 
on changes and developments he has 
seen during his 50 years in Fleet 
Street. 


‘COVER GIRL’ POSTERS WERE COVERED 


Posters put up on Friday in the 
Camberwell area to advertise “Why 
Cover Girls?”, now showing at the 
Camberwell Palace, were found later 
in the day by the theatre manage- 
ment to have been covered over 
with blank paper. 


Although the poster has been 
banned by the British Poster Adver- 
tising Association's joint censorship 
commitice, Gilbert Oscroft, manager 
of the theatre, claims that it Kas 
been shown at least a dozen times 
at other theatres. 
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Northeliffe group 


New assistant 


for R. H. Penney 


R. H. founey, advertisement 
director, Northcliffe Newspapers 
Group Ltd., announces the appoint- 
ment of N. K. T. Stanton, at present 
the group’s northern advertisement 
manager dealing with national 
advertisers, to be his rsonal 
assistant in the London o' with 
the title of assistant to the adver- 
tisement director. The appointment 

takes effect from September 13. 

Mr. Stanton started his adver- 
tising career as a junior i 
advertisement department 
Worcester Evening News. 
he joined the Bristol Evening World 
as advertisement representative, and 
later represented the newspaper in 
London, He went to Stoke-on-Trent 
in 1947 as assistant advertisement 
manager for the Northcliffe 
Staffordshire Evening Sentinel and 
Weekly Sentinel, and was subse- 
uently appointed northern adver- 
—_ manager in Manchester for 

oup where he has remained 
fort the past five years. 
+ Murphy, at present adver- 
wsenen representative under W. J. 
y, London advertisement 
manager of the Bristol Evening 
World, Derby Evening Telegraph, 
Leicester Evening Mail, and Lincoin- 
shire Echo, will take Mr. Stanton’'s 
place in the Manchester office as 
senior representative, assisted by 
N. B. Needham. 

J. W. Baxter will replace Mr. 
Murphy as assistant to Mr. 
Lindsay. W. H. Streets will also 
continue to represent these four 
evening newspapers. 

The remainder of the London 
representation will be the same with 
the ensogtion that a new representa- 
tive will be appointed to assist 
A. E. Axten, London advertisement 
manager of the Staffordshire Even- 
ing Sentinel and Weekly Sentinel, 
and the Gloucestershire Echo and 
Cheltenham Chronicle. 

G. Alien (assisted by 
P. Spencer) retains the London 
advertisement managership of the 
South Wales Evenin Post and 
Herald of Wales, and the Gloucester 
Citizen and Gloucester Journal, and 

F. Gregory the London advertise- 
ment managership of the Hull Daily 
Mail and Hull Times series, and the 
Sree £ E wenne Piao ab . 

urda elegraph, assist y 

. FP. Peters. 


= 5 


_ * . 

Miss 5. Bundy has joined 
Interavia (United Kingdom) Ltd. as 
London advertisement representa- 
tive. She was with Samson Clark 
& Co., Lid., from 1948 to 1953 and 
more recently in the production 
ae of D. H. Brocklesby 


A good product gets the right audience in 


O. J, Rawlings, previously on the 
advertisement staff of Gale & 
Polden Lid. and until recently 
advertisement manager of the 
Transactions of the Institute of 
Marine Engineers, has been ap- 

inted to the board of Chas. 
earson & Son Lid., the old-estab- 
lished firm of printers, of Mansell 
Street, London, E.1. 

* * ” 


Graham Mitchell and Chester 
Ryall have joined the advertisement 
department of Municipal Journal 
and Municipal Engineering. Mr. 
Mitchell has been London adver- 
tisement manager of The Times of 
India since 1951. Before the war 
he was with Odhams for five years 
and later with Hulton Press. 
has also been with Leonard Hill as 
advertisement manager of various 
technical publications. Mr. Ryall 
is a former advertisement manager 
of Modern Caravan. 


For women only 


A new women's de — has 
been formed within the Press and 
P.R. division of Renoer, Stinton, 
Woolley Lid. Avril M. Bird, w 
handles the agency's Rebien 
accounts, has joined forces with 
Cynthia Figg and Pat Jameson, who 
handle all other women's interest 
P.R. accounts. Miss Bird worked 
in the radio and P.R. divisions of 
Voice and Vision before she joined 
N.S.W. last year. 

* “ * 

Mrs. Catherine Conner has joined 
Scott-Turner & Associates Ltd. as 
an account executive. Mrs. Conner, 
formerly advertising copy manager 
of Bentalls of Kingston, and later 
advertising manager and PRO for 
Selby Shoes Ltd., and I. Miller 
Shoes Ltd., will handle accounts on 
the fashion side. 

* * : 

J. J. O'Leary, ———} director 
of the Parkside Press Litd., and 
Cahill & Co., Lid., printers, Dublin, 
has been re-nominated a director of 
Aer Rianta (the holding company 
for Irish Air Lines) by the Minister 
for Industry and Commerce. 

* * * 

A. Roland Thornton, director of 
information for the Motion Picture 
Association of America in 
is visiting this 

* * * 


Frank Finn, press relations officer 
for Coras _ Eireann (Trans- 
port Co. of Ireland) is convalescing 
after a spell in hospital. 

* * 

S. H. Pryor, publicity manager 
for the Igranic Electric Co., Lid. 
Bedford, who has been with the 
company for 28 years, has been 
appointed assistant group publicit 
manager for Metal Industries Ltd. 
in London. 


N. K. T. Stanton 


British ad man gets 
New York post 


Richard E. Walker, of Rutland, 
has been appointed export advertis- 
ing assistant for General Foods 
Corporation in New York. After 
completing a management training 
course at Marks & Spencer's Mr. 
Walker joined Young & Rubicam’s 
London office. From 1950 to 1953 
he was a member of that organisa- 
tion's merchandising department. In 
August 1953 he was transferred to 
the United States and later spent 
several months with Foote Cone & 
Belding in New York. 

” * 7 


Ray Cantell has left the London 
office of McCann-Erickson Advertis- 
ing Ltd., to become art director of 
the newly formed Pemberton, Free- 
man, Bennett & Milne agency in 
Canada. He and his wife will live 
in Toronto. Aged 33, Mr. Cantell, 
before going to McCann-Erickson, 
was art director with Willings Press 
Service on a number of national 
accounts. 


* * 

Frank Morcom has joined the 
typographical department of G. 
Street & Co., Ltd. Previously, for 
several years, he was with Odham’s 
publicity department. 


Pakistani visitor 


Inayatullah Hassan, ry 
director of Kontakts Ltd., ating 
Pakistani agency, will be in Londee 
during September. 
* . . 

Bernard Reeves has joined Reid 
Walker Advertising Ltd. as space 
buyer. He previously held a simi- 
A \ cna with Clifford Martin 


* * * 

H. L. Callow has been appointed 
design director of J. W. Artists Ltd. 
He joined the company in 1952 as 
chief designer, having previously 
been “=e verley Pic , oe 


Pa 4s Pay! in the oll industry 
has retired from 
oy aa of editor of Petroleum 
Times. Mrs. E. J. Dichter, the 
major shareholder, with 32 years’ oil 
publishing to her credit, will con- 
tinue as managing editor, assisted 
by Max E. Davies as editor. Mrs. 
- Biggs, assistant to the advertise 
ment manager for 13 ycars, resigned 
following her r marriage. 


R. F. Murphy 


G. Mitchell 


Keith , younger son of 
the managing director of The 
Warren Seymour Company, Ltd., 
arrives home from America next 
Thursday. He was selected by 
Vauxhall Motors Ltd. in 1952 to 
undergo advanced engineeri 
training for two years at Gene 
Motors Institute, Flint (with the 
pick of G.M. apprentices from all 
over the world) and has just been 
adjudged the best overseas student 
of his year. 

* 


7 * 


Derek Danvers, formerly with 
Transport World, has been 
appointed to the technical sales staff 
of Stratstone Litd., manufacturers 
and sole distributors of the 
“ Essex’ automatic vehicle washer. 


* * . 


F. R. Purssell has been appointed 
advertisement manager of Fishing 
News. He will also help in the 
development of Fish Selling and 
other publications of the group, 
including British Fisheries Directory 
& Buyers’ Guide and Fishing Boats 
of the World. Mr. Purssell was 
previously with Stores & Shops. 

* 7 + 


W. H. Long, junior, chairman of 
Doremus & Co., Inc., New York, is 
on a holiday visit to Ireland. 

* * . 

Cc. M. Males has completed 50 
years with Adams Bros. & Shardlow 
Ltd., creative printers. The event 
was marked at a luncheon by the 
directors at the Lombard Restaurant 
in the City on Friday. The chair- 
man of the company, Ernest R. 
Adams, who has himself been with 
the company for over 60 years, con- 
gratulated Mr. Males upon his long 
record of loyal and efficient service. 
Mr. Males is responsible for the 
firm's estimating. 


Obituary 
J. E. Poulton 


E. Poulton, advertisement 
manager of Britannia and Eve, died 
riday night following on a 
Ft attack. He was 52. 
Mr. Poulton left True Story 
ine to join Illustrated News- 
papers in 1938, and became adver- 
tisement manager of Britannia and 
Eve after the last war. 
He leaves a widow and a son. 
The funeral will take er to-day 
(Thursday) at Mortlake Crema- 
torium, ‘12.20 p.m, 


The Listener 
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AD. _ MAN'S DIARY OF EVENTS IN 1954 


Any obvious omissions are ex- 
plained by the fact that some 
dates have not yet been decided. 


AUGUST 
Dates 


ate novel Lancashire Show, 
ac 
16-21-—E Fanae News flower show, 
Olympia 
1821" Model Engineer exhibition, 
New Horticultural Hall, 


London 
22,—Publicit Club of Nottingham 
v. Wholesale Commercial Tra- 
vellers’ Association at cricket. 
25—Sept 4.—NATIONAL RADIO 
AND TELEVISION SHOW, 
Earl's Court. 
4.—Youth in Advertising 
ference, Hamburg. 


SEPTEMBER 
Dates 


1-18.—Ulster's Own Ideal Home 
Exhibition, King's Hall, Belfast. 

2.—Publicity Club of Nottingham, 
car treasure hunt. 

2-18. — SCOTTISH INDUSTRIES 
EXHIBITION, Glasgow. 

6-10.-Fashion Fair, Royal Festival 
fa 


Hall. 

7-12.—Farnborough, Flying display 
and exhibition. 

7-18.—Third British Food Fair, 


Olympia. 
8.—"TWO FREDS" CRICKET 
BATCH FOR NABS, Hurling- 


ham 

818. — Welsh Industries Fair, 
Cardiff. 

8-18.—Leicester Home Life Exhibi- 
tion, Granby Halls. 

9.23. — International Handicrafts, 
Homecraft and Hobbies Exhi- 
bition, Olympia. 

11-14.—Young Printers’ Conference 
Keble College, Oxford. 

11-25.—West Country International 
Fair, Bristol. 

16.—-LLP.A. Golf Circle, Autumn 
meeting. 

18.—1.8.M.A. Coventry Branch, 
One-day Conference, St. Mary’s 
Hall, aga 

20.—Publicity Club of London 
Annual Meeting and “ Get- 
together." 

20. Publicity Club of Sheffield 
Annual —~ 

20-24, National splay Conven- 
tion and Exhibition, London. 

23.—Solus Club Annual Golf 
Meeting and Annual General 
Meeting. R.A.C. Country Club. 

23.- ge Club of Newcastle 

yne Annual Dinner, 
Old Assembly Rooms, 
23.—Publicit Club of 
Annual Meeting, Metropole. 
24.—Yorkshire Branch of the 
Master Sign Makers’ Associa- 
tion Annual! Dinner and Dance, 
Parkway Hotel, Leeds. 


Ireland 


24-26.—Young Newspapermen’s As- 
sociation Annual Conference, 
Prince of Wales Hotel, South- 


m2 TLPA's Week-end Course, 
St. Peter's Hall, Oxford. 
2.—Commercial Motor 
Transport Exhibition, Earl's 
Court. 
25-28.—International Advertising 
Film Festival, Venice. 
25-28.—ltalian Advertising Confer- 
ence, Venice. 
27-0.—Business Efficiency Exhibi- 
tion, Manchester. 
—Oct. 2.—Home and Beauty 
Festival, Lancaster. 
29.-NAGS Autumn Meeting, Sun- 
ningdale. 
—Oct. 23.— Birmingham Mail 
Ideal Home Exhibition, Bingley 
Hall, Birmingham. 


OCTOBER 


bis French Fortnight. 
6.—-Fleet Street Column Club Golf 
Soom captains’ day, Gerrards 


a.—Brteh be Fair, Baghdad. 
4-8.—Shoe Leather Fair, 
Oly ~- ii 
4-8.—Brewers’ Exhibition, Olympia. 
48.—National Fabrics Fair, Royal 
a Hall. 
7-10.—L1L.P.A. National Conference, 
Birmingham. 
7.—LS.M. Annual 
Claridge’s Hotel, London 
7.—Publicity Club of Aberdeen, 
Annual Meeting. 
8&.—-1L.S.M.A.’s Anglo - American 
Sales Conference, Victoria 
Halls, Bloomsbury. 
6-24.—French Textiles Exhibition, 
Hutchinson House, London. 
12-23.—Catalogue Exhibition, Man- 
agement House, Hill Street. 
13.—LLP.A. Intermediate Lecture 
Course commences. 
14.—L.LP.A. Final Lecture Course 
commences. 
15,—Presentation of Diplomas of 
the Advertising Association and 
Annual Dinner of the Society 
of Diploma Members of the 
Advertising Association, Church 
estminster. 
. Inaugural Dinner of 
Staffordshire Branch, 


18.—Bristol and West Publicity 
aa Ladies’ Night. 

18-29.—L'LP.A. Week-end Painting 
Exhibition. 

19.—Guild of British Newspaper 
Editors Annual Meeting, 
London. 


Dinner, 


INDIAN PRESS AD 


The restriction of advertising 
to 40 per cent of newspaper space 
is one of the recommendations of 
the Government of India’s Press 


Commission, which has urged 
the formation of an All-India 
Press Council (reports The 
Hindu). 

The banning of newspaper ard 


20-30.—-MOTOR SHOW, Earls 


rt. 
26-21.—Printing Industry J.LC. 
Convention, Edinburgh. 
26-29.—Dairy Show, Olympia. 
27.—Southern Branch of Master 
Sign Makers’ Association, 
Annual Dinner Dance, 
ioe Hotel, London, 


NOVEMBER 
Dates 


4.—LS.M.A. Annual Meeting, Con- 
naught Rooms, London. 
10.—Newspaper Society Half-Yearly 
Meeting, Savoy Hotel, London. 
11-12.—Congress of “ Genootschap 
Voor Reclame,” Rotterdam. 
12.—Hull age, | Club Gala. 
12.—Publicity Club of Sheffield 
Annual Publicity Ball, Royal 
Victoria Hotel. 
13-20.—International Bicycle and 
MotorCycle Exhibition, Earls 
Court. 
24.—Annual Meeting of the Adver- 
tising Association at 1, Bell 
Yard. Annual Dinner and 
Dance of the Advertisin: 
Association, Dorchester Hotel. 
26.—1.8.M.A. London _ Branck, 
Ladies’ Night, Grosvenor 
House, London. 


DECEMBER 


tat "Bradford Publicity Association 
Annual Dinner and Dance. 

3.—Publicity Club of Leicester, 
Ladies’ Night, The Beli Hote’ 
Leicester. 

3.—Advertising-Press Club, Dublin, 
Annual Dance. 

$10.—National Poultry Show, 


Olympia. 

14.—Thirty Club of London Christ- 
mas Dinner. 

15.—Advertising Club of Oxford, 
Annual Dinner. 

16.—Solus Club Christmas 
Luncheon, Hyde Park Hotel. 

16.—Fleet Street Column Club 
Christmas Luncheon. 

17.—Publicity Club of London 
Christmas Luncheon, Savoy 
Hotel. 

20.—Press Advertisement Managers’ 
Association Christmas 
Luncheon. 

20.—Publicity Club of Aberdeen, 
Pantomime Luncheon. 

31.—Hull Publicity Club New 
Year's Eve Dinner and Dance, 
Royal Station Hotel. 


CODE SUGGESTED 


periodical competitions is also 
recommen 

The Commission favours adop- 
tion of a code of advertising by 
the Association of Publishers. 
The placing of Government 
advertising should be governed 
by such considerations as sale, 
readership, and rates, it urges. 


HIGHLAND GAMES 
RE eT TRAN 


Now being distributed for exhibition 
throughout Britain, Canada _ and 
America is this British Railways 
(Scottish Region) Highland Games 
poster by Lance Cattermole. 


British go to 


cinema most 


fhe United Kingdom had the 
largest cinema audience per 
inhabitant in 1953, the largest 
daily newspaper circulation and 
highest book production in 1952, 
according to the UNESCO pub- 
lication Basic Facts and Figures. 

The figure for cinema atten- 
dance in the United Kingdom in 
1953 was an average of 26 visits 
per year per person. The daily 
newspaper circulation per 1,000 
inhabitants in 1952 was 615 
copies, against 490 for Sweden, 
the nearest competitor. Japan 
and the United States were equal 
in tenth place with 353. On the 
other hand, newsprint consump- 
tion per inhabitant in 1951 was 
greatest in the United States: 
35.1 kilos. Canada’s was 23.3 
and Sweden's 18.7 kilos. 

Of television receivers, the 
United States has the largest 
number. In July, 1953, there 
were 25,100,000, and the number 
was increasing at the rate of 
about 40 per cent a year. The 
United Kingdom had 2,900,000, 
with an increase at the rate of 
about 70 per cent a year. In 
September, 1953, 20 countries 
were es television pro- 
grammes regularly 


a gtoup nine “influential newspaperts 
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Are your direct mail shots 


going into the right letter boxes! 


No matter what you spend on creative work, 
the ultimate success of a direct mail campaign 
must depend on the mailing list you use. If 
your list isn’t accurate, and the resulting en- 
quiries or sales are poor, then a client cannot 
be blamed for wondering whether his agency’s 
judgment isn’t seriously at fault. 


We at BIA specialize in direct mail. And just 
as you ask your clients to put their advertising 
in your hands because you are the specialists, 
so we ask you to put your direct mail business 
in our hands because we are the specialists. 


Weare particularly proud of the way we keep 
our mailing lists right up to date. Every day 
people move, retire, die. They sell their busi- 
nesses while others set up new ones. 
And it needs a large and highly 


BRITISH & INTERNATIONAL ADDRESSING LTD 


trained staff to cope with this bewildering 


- and perpetual state of flux. 


At the moment our BIA International Library 
holds more than 4,000 current reference books 
which are constantly being cross checked for 
additions and corrections. So that whatever 
list of addresses you may need, whether in 
Britain or any other part of the world, BIA 
will give you the greatest coverage with the 
highest degree of accuracy. 


Send today for the free BIA catalogue listing 
the more popular classifications, prices and methods 
of costing. No charge. No obligation. Just let 
us “have your letterhead or "phone us direct. 
Write to BIA House, Dept. B, Chalton Street, 
London, N.W.i, or *phone EUSton 5262-6 
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COMMENTS 


THE HALLMARK 
OF QUALITY 


Advertising can sell a bad pro- 
duct—but only once. 

You cannot fool the consumer 
twice with the same thing. If 
you try to, the good name of 
advertising is damaged as 
surely as the supplier is 
damned. 

Advertising can only be fully 
effective when it is employed 
to sell services or goods of 
guaranteed quality and con- 
stant performance. To use it 
otherwise is to court disaster. 

The guarantee of sound work- 
manship is best provided by 
the brand name. has 
been conclusively proved since 
the war—particularly in recent 
years when freedom and 
quality have gradually re- 
placed control and third-rate 
uniformity. 


Small men’s fear 


The source of most attacks on 
the branding of manufactured 
goods has been a small group 
of politico - economists who 
are fundamentally opposed to 
the free enterprise system. 
Knowing their outlook one 
can understand their motives. 

There are, however, other voices 
in the wilde e voices 
of misunderstanding. 

Some small manufacturers fear 
that branding favours the 
strong. They are wrong. 

Branding makes firms strong. 
And the small concern to-day 
may become large to-morrow 
with the aid of this device 
which is essential to national 
advertising. 


Three advantages 


The chairman of Aspro Lid., 
Maurice A. Nicholas, in his 
annual report, sums up con- 
ow the advantage of brand- 


1. The name of the product is 
identified with the manufac- 
turer. 


2. Effective advertising is made 
possible. 


3. The customer is assured 
choice and quality. 

The small manufacturer should 
not fear branding. He should 
employ it to sell more of his 
own products and become a 
big manufacturer. 
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Talking Points 
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New outdoor sites planned to catch 
the TV camera’s eye 


‘HE TELEVISING of 

sporting events will se- 
cure record audiences, especi- 
ally when commercial tele- 
vision begins. 

As the cameras swing across 
the pitch, or rove over the 
crowded terraces, inevitably they 
will pass signs which carry adver- 
tisements—thus magnifying their 
impact immensely. 

Already there is keen competi- 


‘tion to hold—and to acquire— 


such signs as are likely to find 
themselves in focus. 

Nor are the owners unmindful 
of their opportunities. 

Wembley Stadium Ltd., for 
example, are now considering 
renting for the first time to com- 
mercial advertisers their 40 ft. x 
12 ft. Tote site. 

Here it is—with a section of 
the 100,000 capacity crowd. 


Notice how the site is immedi- 
ately above the score chart ? 

It would need clever camera- 
work to miss it! 


WHAT A NECK 


LD school ties and regimen- 

tal ties have been known to 
open important doors.... But 
have you ever heard of a com- 
pany tie? 

There’s one about now. 

The 600 Group of ea 
have introduced a special 
signed tie for their senior staff. 
They say its “not solely for sen- 
timental reasons.” It’s not just 
ordinary advertising, either ; it's 
a public relations job. 

The idea is to make recogni- 
tion easier at conferences and 
exhibitions—something to re- 
place the old button-hole badge. 

It's natty neckwear, too, Small 
600's are woven in silver-grey on 
a plain maroon background. 

G. Collins, of the Group's 


Walkers 


oe 


4 MANCHESTER | 


publicity department, wonders if 
anyone has come across anything 
like this before, 


ROUGH! 

HE recent item in this column 
concerning a switch in copy 
of adjoining advertisements 
brought the inevitable crop of 
strange things seen in newspapers 
Like the one from Bristol: 
Beside a picture of the annual 
meeting of the National Fruit 
and Cider Institute there ap- 
peared the heading (on a court 
report) “Smashed Home After 

Drinking Scrumpy.” 
Job for a PRO here, our cor- 

respondent suggests. 


OMPETITION between 

newspapers in the great pro- 
vincial publishing centres is de- 
veloping on all fronts. 

Opposing journalists are dag- 
gers drawn on the _ story. 
Circulation departments are 
fighting it out copy by copy. 

And advertisement departments 
are, apparently, far from passive. 

A correspondent “employed in 
the newspaper industry” com- 
plains that after he had inserted 
a birth notice in newspaper X, 
strongly competing newspaper Y 
called him en the telephone to 
say: “We saw your notice in 
newspaper X. May we have the 
honour of publishing it in our 
paper’? There will not be any 
charge.” 

Our correspondent makes some 
rude comments about newsprint 
supplies and advertising ethics. 


Strange thing is that he would 
probably have been perfectly 
happy if the paper offering him 
a free insertion had asked for 
payment. 


LAND OF PLENTY 


EWSPAPERS in_ victorious 
Britain, starved for news- 

print, may well feel envious of 
their contemporaries in Germany. 
A typical week-end issue of the 
i real Abendblatt had no 


WATER, WATER...! 


Men who write novels about 
advertising with powerful pens 
invariably seek to invigorate dull 
stories with liberal lacings of 
alcohol. 


Perhaps the Dunlop publicity 
department had this in mind 
when arrangements were made 
to take a party to Waltham 
Abbey to inspect a new method 
of stringing tennis rackets. 
Members of the > party are 
invited to meet by the drinking 
fountain in Ta A Inn Fields. 


fewer than 30 large pages, plus 
an eight-page fashion supplement. 
Two and three colours are used 
on many pages for panels and 
other decorations, story and 
fashion illustrations, comic 
drawings, and advertisements. 

In the circumstances, it is not 
surprising that the number of 
pages in the advertisement sec- 
tion has risen from 481 in the 
second quarter of 1953 to 597 in 
the comparable period this year 

claimed to be a record for 
Germany. 


TO-MORROW’S TOPICS 


© Full-scale campaigns are being 
prepared for two new cake 
mixes due on the market soon. 


@ The Club Development Com- 
mittee is due for some re- 
organisation in the autumn. 


@ New models at the Motor 
Show will lead to record car 
advertising this winter. 


® More small food canning firms 
are planning to extend their 
advertising to meet the com- 
tition of the “heavyweight” 
rand lines. 


® Reciprocal sales arrangements 
between big brewing companies 


may lead to a new style of 
beer advertising. 


@ Large-scale advertising is ex- 
pected for a new Hartley 
marmalade. Initial trade de- 
mand is reported to be high. 


@ A new Carr of Carlisle biscuit 
—Ice Puffs—is expected to 
become one of their major 
lines. When adequate supplies 
are available, advertising will 
develop on a national scale. 


@ Renewed attacks on advertis- 
ing are planned for the Labour 
Party Conference to be held in 
Scarborough next month. Gift 
vouchers are the target. 


ROUND TABLE 


CENtral 4965/6/7 
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THE STORY OF 
HOW £2,260 
EXPENDITURE 


BROUGHT OVER = 


£1,000,000 
NEW BUSINESS 


For a long time we have been telling advertisers 
that the Daily Mirror is the world’s greatest wt 
market medium. But the results of a campaign 
undertaken by the Co-operative Insurance Society 
Limited of Manchester made us wonder enataer 
even we were fully aware of the amazing purchasing 
power of Daily Mirror Readers. We held up the 
story for several months therefore, to see whether 
these astonishing results continued. They have. 


YOU CAN BECOME A HOUSEHOLDER SAFELY 


SIMPLY AND ECONOMICALLY THROUGH THE CAS. 
HOUSE PURCHASE PLAN. 


Consider these advantages :— 


Transfer of the house to dants 
without further payment if you die before mort- 
gage is repaid. 


Low cost, interest 4}%. Immediate loans 
up to 90% on suitable properties. 

An allowance of Income Tax on your pre- 
miums and interest payments is made by the Inland 
Revenue. You can use the plan to repay an existing 


mortgage. Transfers are simple and advantageous to 
arrange. 


If you do not wish to buy immediately, a 
policy taken out now will secure a larger loan when 


required according to the number of years paid. 


SEND THIS COUPON, 
POST IN UNSEALED ENVELOPE STAMPED thd. 


Please send me , free ony of “Facts into Focus,” entirely wisheut 
obligation. 


| sosee 


SOOT CORO eee eee eee eeee 


ADDRESS 


$0 NOW IT CAN BE TOLD... 
Over a period of twelve 
months the Co-opera- 4 3% 
tive Insurance Society “ .C{S] 2 
Limited of ee the Daily Mirror. The They are mostly young readers, too, with the 
1 ee rth of business = ambition to buy. While in the multiple income 
result was more than £1,000,000 wo families, the Daily Mirror is well in front. 
in sums assured. : ° 
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CO-OPERATIVE INSURANCE SOCIETY LTD., 


109, CORPORATION STREET, MANCHESTER, 


and this was the 
advertisement 


The advertisement featured a house purchase plan and 
the space chosen was a half double column. From the 
first it pulled and pulled and pulled. , 

Now the LILP.A. Survey has shown Why the Daily 
Mirror is such an amazing advertising medium. It an 
1,180,000 more readers than any other national daily. 


’ saeitienana ‘ = 
. oe uaF 
SS ON ee Sy 
oop $ SS" = = at . o | — y wre 
bi ome A a 
a Yi 1 . 2 ; ult) ties Ne Bai! 
9 KA. Fa id Ze) z: vai ates : 
“I ghd | ee, Bae “ee 
et oes 2 a a | We Mh af! q hae 
ie Se geen) Ge" a 
bn —— ¥ Wi Pid ns is pS 
UY gy By ee a 
a eee q 
a: a 
Your new home ? . 
‘ -£ : 
_ at 
be 
Bs; 7 
| 4 
rit 
‘f 
a gel wre Sy A 2 Meee | - 
 — sy net sale on Vie 
Ps daily net ers om ; 
Ee with the big y MIRROR a” a: .- 
2% th, the DA ul mass market com ; ey ’ 
oO most power Me gaily newspaper’, =~ i 
i tne the history. ® | thous ee. s 
So; age int € inch per ional -. z 
Exe! am the lowest SIMA 1 of all al ee Fe 
oF dailies. a . 
By : 
DAILY MIRRO ala 
ez slo or 3 
. » 
’ 
The World’s Greatest Market Medium 
tf ee el — i a I al a al ee ll Ss A ‘ et 


ADVERTISER'S WEEKLY 


~—---—----------------F 


| !T’S UNDER ADVERTISED—4: Could sales be better? Is 
| there known to be an unsatisfied demand? Or is it the case 
| that a demand could be aroused if only skilful advertising 
worked upon the situation? This is the fourth of a series 
| of articles pin-pointing products and services which might 
: sell in greater volume with more or improved forms of 
| 


publicity. 


In this challenging article the view is advanced 
that the time is ripe for a big expansion of brand name 
| oo and a fresh approach to furniture publicity. 


| 
| 
| 
| 


How to bring a new style 
to furniture advertising 


By a CONTRIBUTOR 


ib THIS very brand-con- 
scious world there is one 
important consumer commo- 
dity that is practically anony- 
mous, and as an obvious 
result more than under adver- 
tised. 

That commodity is furniture. 

While there are many well- 
known and extensively advertised 
brands of specific items of furni- 
ture, such as beds, easy chairs, 
etc., furniture as a whole is name- 
less. In fact, it would be more 
than difficult to find a branded 
furniture range that covers bed- 
room suites, dining room suites, 
chairs, tables, cabinets, and book- 
cases. The result is that when a 
consumer is about to buy furni- 
ture of this kind the only names 
he knows are those of the stores 
where furniture can be bought. 

The modern furniture store has 
much in common with the old- 
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time grocer’s shop. His mer- 
chandise was anonymous, too. 
Grandma's grocer bought what 
he thought was best for his cus- 
tomers. When Grandma thought 
in terms of tea—she thought of 
“tea from Mr. Brown's.” 

It had no other name. 

The growth of the branded 
grocery goods must first have run 
foul of the highly individual 
grocer; but, on the other hand, 
the branding and advertising of 
grocery products has probably 
been the most important factor 
in the growth of the grocery busi- 
ness. Partly as a result of 
branded goods, the one shop has 
become a chain of six or more, 
all providing the same high 
standard of merchandise. 

It is understood that the retail 
furniture trade would not wel- 
come the advertising of branded 
furniture on a large scale. Per- 
haps, like the old-time grocer, 
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Is this the begin- 
ning of the new 
way to merchan- 
dise and advertise 
furniture? This is 
a Blue Ribbon 
Furniture item 
from the Put-U-Up 
organisation. In 
this provocative 
article a contribu- 
tor draws attention 
to the fact that 
with the prevailing 
eagerness to read 
“home” magazines, 
@ furniture adver- 
tisement can com- 
pete with editorial 
matter on its own 
grounds and, more 
often than not, be 
much more prac- 
tical. 


to the store that sells it. 
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branded furniture would be an 
encroachment on what the retailer 
feels is his very private preserves. 
At the moment all the goodwill 
that is created by the sale of a 
good piece of furniture belongs 
The 
retailer does not have to share 
this goodwill with any manu- 
facturer. 

This very personal pride may 
in some ways be a hangover from 
those romantic pre-hire-purchase 
days when every furniture shop 
made its merchandise in its own 
workshops. 


Integrity of salesman 


The consumer has no expert 
knowledge of furniture—and she 
knows it. She may know what 
she wants in terms of design and 
price, but, beyond this, she must 
depend entirely on the integrity 
of the furniture salesman. The 
salesman has little opportunity of 
establishing his integrity in 
advance except, perhaps, by the 
slow medium of word-of-mouth 
personal recommendation. 

How different, when the con- 
sumer comes to buy one of 
those items of furniture which 
she knows by name—a bed, for 
example. Advertising has taught 
her to trust these names. Her 
brand consciousness does two 
things ; it gives her a sense of 
security and accelerates the 


hase. 

Instead of thinking “I need a 
a new bed—where can I get a 
good one?”—and debating the 
probabilities, she decides on this 
or that brand, then merely seeks 
out the furniture retailer who can 
give her the best service for such 
a purchase. Having made her 
purchase, she is proud to tell her 
friends her bed was made by that 
famous firm of “So and Se.” 

Is this valuation of the con- 
sumer’s process of mind all 
theory—worked out on somewhat 
shaky, but academic logic? 

Not quite. 

Two manufacturers have al- 


my ore Comes LIMITED, man wrCOMNE, ROCEIMOMAMEN RE 


In this G-Plan advertisement a 

practical furniture arrangement 

is shown. Prices are clearly 
indicated. 


ready recognised the need and the 
possibilities of branded furniture, 
and have backed their belief in it 
with national advertising and in- 
tensive merchandising. 

One is the G-Plan—a furniture 
service that covers many furniture 
needs ; the other, Put-U-Up, who 
have had the courage to branch 
out into a world divorced from 
bed-settees, in terms of tables, 
chairs, cabinets, etc. 

The G-Plan has been ambitious 
in every sense, to the extent of 
appointing their own retailers in 
important towns and cities. Both 
manufacturers are major adver- 
tisers. 

Are aw in the van of the new 
trend 

More homes are going up; 
hire-purchase terms have come 
down. Theoretically, on this 
basis, there should be a boom in 
furniture trading, for furniture 
store and manufacturer. But will 
this in fact be true ? 


Hire-purchase regulations 

As far as the furniture = 
is concerned, the new hire- 
chase regulations are not the a 
they might seem to be at first 
glance. For some years now the 
stringent rule of one-third down 
and a meximum period of 18 
months to pay has not applied to 
the furniture trade. 

The new regulations will, in 
fact, invite people to spend their 
spare money on such items as 
refrigerators, televisions, washing 
machines, radios and those other 
semi-luxuries which have now 
become more freely available. 
Secondly, vacuum cleaners, radios 
and other such items wear out, 
while furniture, even though out- 
eS a much longer life. 
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The Managing Director said:- 


“| want people who know 
the ‘know how’ of Commercial TV” 


Vandyke Pictures have pioneered production of films for TV., our 
first being produced two years ago. Moreover, we have sold our 
programmes to America, and one series alone played 80 networks. 
We are currently producing commercials for British TV and top ’ 
quality programmes for world distribution. Why not let us place VY 
our knowledge of this highly specialized field at your disposal ? 

Let us talk to you now while the matter is fresh in your mind. 


japexes FILMS — 


VANDYKE PICTURE CORPORATION LTD. 


28 NEW BOND STREET, LONDON, W.1. 
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A free 


advertising site @ ™ 


right on the | 4 : 
counter... ye 


Just as she puts her money on the counter the name of 
your product catches her eye. What better site could 
you choose for this last-minute reminder? And the site 
is free—gladly given by the retailer because these attract- 
tive rubber mats become part of the furnishings of a 
well-equipped shop. 

Redfern Advertising Rubber Mats can incorporate your 
trade name, mark or slogan in any combination of 
colours. Many of the largest and most 
experienced advertisers regularly dis- 
tribute thousands of these acceptable 
advertising reminders. 


DOOR MATS - FLOOR MATS - COIN MATS 
DARTS MATS - BOWLS MATS 


* Write for folder ‘An Advertising Manager goes shopping 
with a Consumer’. It gives complete details and examples 
in colour of these permanent ‘point-of-sale’ reminders 
Perhaps they could help to solve your sales problem. 


ADVERTISING RUBBER MATS 


Reorenn’S Ruseen 
WATIOHAL ADVERTISERS’ 
T.P.520 


wormus timiten 
DIVISION - HYOE - CHESHIRE 
Arthur Upton Service 


| tion. 
| work on the trade through the 
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© HOW TO ADVERTISE FURNITURE —continued 


visions, 
polishers—all “naturals” for 
the new hire-purchase rules. 
The first selling problem facing 
branded furniture manufacturers 
must obviously be the distribu- 
This would entail intensive 


trade press and his sales force. 
Means would have to be found 
to help dealers to make the capi- 
| tal investment in a representative 
| range of the pieces available. 
Salesmen would need to be 
equipped with the most compre- 
hensive catalogue. This cata- 
logue would not only have to 
contain illustrations and descrip- 
tions of the range for the furni- 
ture buyer but also all the sales 
ints about each individual item 
or the furniture salesman. 
Later, much of this material 
could be used in a consumer 
manual which the potential pur- 
chaser could browse through in 
the store. 


Passing on knowledge 


Hire - purchase terms 
have to be standardised. 
The setting up of a pilot shop 
in a suitable area might well pro- 
vide valuable consumer reaction 
and such knowledge could use- 
fully be passed on to the trade. 
Throughout the whole part 
of this early operation, con- 
tinuous efforts would have to 
be made through the trade 
press to assure the trade that 
they would lose nothing by 
selling branded furniture. 
There must be thousands of 
people who are actually in the 
market for furniture, i.e., in the 
sense that they have moved house 
or are being forced by wear and 
tear to make replacements. These 
people want something more than 
atmosphere pictures and lush 
copy ; they want factual informa- 
tion and practical ideas for 
houses occupying between 1,000 
sq. ft. and 1,500 sq. ft. They 
want to know how to make the 
most of the minimum amount of 


would 


furniture. They would like to see 
what a difference they could 
make to their room by buying 
something different instead of 
merely replacing that worn out 
traditional settee and chairs. 

It would be interesting to know 
if any furniture advertiser, store, 
or manufacturer, has ever made 
a survey into the furniture wor- 
ries and needs of engaged couples 
or those about to take on new 
houses—before they visit stores. 


High readership certain 


The reputable manufacturer 
could well afford to devote space 
in his advertisements to such 
informative material as “How to 
Choose Good Furniture—What 
to Look For.” Such an appeal 
would be certain of very high 
readership among all tential 
buyers. In the past furniture 
has come in for some harsh 
criticisms under the headings of 


bad workmanship, shoddy 
materials and poor finish. Con- 
cern about these things are 


uppermost in the mind of many 
buyers. 

True-life “testimonial” adver- 
tisements about ordinary people 
and how they furnished on a 
limited budget would enjoy 
almost the same high readership 
and conviction. 

The “editorial” techniques of 
advertising lend themselves 
admirably to furniture advertis- 
ing. Potential furniture buyers 
look to furniture advertising for 
information. The advertisement 
pages of the shiny “home” maga- 
zines are searched as eagerly as 
the editorial. With this existing 
willingness to read, the adver- 
tisement can compete with the 
editorial on its own grounds and, 
more often than not, be much 
more practical. 

To sum up. 

There is nothing really very 
new about branded furniture ; 
it has been done before and 
was very successful. The 
brands are still in existence and 

* very much sought-after. You 
may know some of them— 

Sheraton, Hepplewhite and 

Chippendale. In fact the idea 

is as old as Adam. 


This caravan is being used by Auto Tyre Services Ltd., as a mobile 
display unit for the company's “Blue Peter” agricultural retreads. It 


will be used at agricultural shows throughout the country. 


Suppliers 


were Berkeley Coachwork Ltd. 
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Meaty Matters .. . 


The scientific approach to selling— 
irrespective of the commodity or service— 
must include display at point of sale. 


Our clients I.C.1. have long since 
proved the value of display in 
their vast selling organisation. 


But whether your requirements are 
for a single display or a thousand, you 
will find us eager to supply your needs 
and to give you the helpful advice 
born of thirty-five years’ experience. 


Display unit produced by 
Priestleys for LCA. Led. tna 


@pPrie stleys Ya 


Commercial Rd. Glo'ster 22281-4- 9 Buckingham St.£.C.2.Tra 4277-8 + Birmingham Cen. 1941+ Manchester - Cardiff 


Create 
a teen-age habit | 
for your product, 

| 


2,623 replies to one 
advertisement in 


“lady 


Another proof of excellent results obtained by adver- 
tising in “ The Lady ” is this extract from a letter recently 
received 


Advertise in 


DANCE NEWS 


The World’s largest Dance Newspaper 


* The interest shown last year, as a result of our adver- 
tisement on November 27th, was astounding. We received 
2,623 letters. Unfortunately, we did not have nearly 
enough stock. This year we shall be well prepared.” 


This letter is a warning to prospective advertisers who 
may not realise how big a demand can be created by 
advertising in “ The Lady " ! The amazing pulling power 
of this paper is not fully shown by its official circulation 
figure of 81,700-—-there is a hidden * hand-on " readership 
at least four times as big (women borrow it, read it in 
hairdressers, hotels and restaurants), and there is also 
* reader loyalty "’, that indefinable pull some papers have 
which can never be pinned down to actual figures. 


You'll find that anything of interest to women—fashion, 
cookery, health and beauty, furnishing, children’s 
interests, the theatre, cinema, gardening—will sell well 
in * The Lady”. 


THERE ARE 200,000,000 DANCE 
ATTENDANCES PER ANNUM IN* 
GREAT BRITAIN 


FOR COSMETICS + APPAREL 
FASHIONS + STOCKINGS + TOBACCO 
BEVERAGES ETC, 


Advertisement Manager - L. HALL 
Write to the Advertisement Manager, Miss G. E. Careless, Telephone — WATerloo 3766+ 7+ 6 
The Lady Ltd., 39-40 Bedford Street, London, W.C.2. 


Telephone : Tem 8&705/6/7. 


76, SOUTHWARK STREET, LONDON, 8,E.1 
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HIS MIGHT look like a 

fine confused selection of 
advertisements to be collected 
on one page, but they have 
something very important and 
praiseworthy in common : their 
creators’ do-or-die bid not only 
for maximum attention but for 
readership. 

The words “do or die” are 
used advisedly. 

Each of these advertisers has 
sacrificed something important 
and taken a good deal of risk in 
the hunt for readers, and the 
question is one of profit and loss 
— they come to count the 

£. 


and suitable 


But let it be said first that a 
mere count of readers can be ex- 
tremely misleading. Few pro- 
ducts can claim the entire popu- 
lation as potential customers. 
For the others one needs to 
attract not merely a big but a 
suitable readership. 

It is not much good attract- 
ing 50 per cent. of a newspaper's 
readers to an advertisement for 
an asthma remedy; what you 
want is to attract 90 per cent. of 
the asthma sufferers and their 
families, 


Riding, August, 1054 


DON’T HAVE A 
RICE HORSEBOX 


painted a dark colour 
rays and the trailer remains cooler 


cannot get a betier trailer 


AT ANY PRICE 


satisfaction. 


convenient and mal ¢ 
get a better trailer than « RICE. 


brakes, etc., of any trailer in good condition 
exception here 


you have any queries. 


The lighter colours reflect the sun heat 
The dust and mud shows 
up worst on dark colours. The lighter paste! shades of the 

kee colour range are chosen from long experience. You 


The Rice factory is solely devoted to producing serviceable and 
satisfactory horse, cattle and livestock trailers over 20 years 
concentration on the subject enables us to ensure your complete 


YOU CAN GET BETTER 
VALUE ELSEWHERE 


if you are wanting a cucumber or Comet. But if yor: realise how 
| trailer Msport is, then you cannot 


YOU’VE BEEN WARNED 


and will know how necessary it is to keep the coupling and 
The RICE is no 
It needs maintenance and a wide service net- 
work of distributors exists to make your trailer the safest and 
best on the road. Write to Rice Trailers, Cosby, Liecester if 
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The Rice Horsebox advertise- 
ment appeared in a magazine 
called Riding. It speaks for itself, 
and we need not dwell on it 
except to remark for the benefit 
of its authors that not even the 
most exciting and provocative of 
advertisements are actually read 
by nearly so many people as 
those who merely nee at the 
headlines and pass by. 


It might be argued that not 
even the veriest dunce among 
the glancers would take these dis- 
played lines seriously. 


But there are vast numbers 
of people who take everything 


print quite literally 
without even a grain, let 


Only this week I came across 
a doctor who was very serious! 
disturbed by the news in an ad- 
vertisement that “everyone is 
asking for Blank’s —» 
Several of his patients had 
assured him that they never 
drank, and now he did not know 
whether to believe them or the 
advertisement. Eventually he 
wrote to the advertisers to ask 
whether they were being strictly 
truthful, and was assured that 
the advertisement was produced 
by a leading agency of repute 
with international connections, 


In this advertise- 
ment attention is 
certainly obtained 
but Copytaster 
considers the price 


high. Very many 
people believe 
everything they 


read and the likeli- 
hood is that scores 
who see this item 
will think that a 
better horsebox 
than the Rice 


article can 
(Adut.) 


— — 


be 
bought elsewhere. 


COPYTASTER, in his REVIEW OF ADVERTISING, picks out three 
advertisements currently to be seen and finds that they 
all have something significant in common. They all indicate— 


and that it could be relied upon 
to do what was right. 

It is generally believed that 
women are particularly prone to 
miss even the most obvious irony 
or absurdity, and Riding must 
have at least as many women 
and girls as men among its 
readers. Scores of them will now 
believe that you can get a better 
horsebox than the Rice else- 
where. 

And that is a high price to pay 
for unusual attention. 


* * * 


Tae Banp-Amp advertisement 
strikes me very forcibly as 
having the kind of superficial 
idea that might be effective in 
an essentially ephemeral medium 
like a filmiet or a television spot 
while its artificiality and preten- 
tiousness become all too apparent 
when it is pinned down on paper. 
Listen to these lines from the 
copy and ask yourself what sort 
of people these advertisers think 
we are:— 


MAKE THIS Test ! Just 
touch a _ plastic Band-Aid 
Dressing against an egg. It 
sticks on so firmly you can lift 
the egg. And it stays on—even 
when you plunge the egg in 
boiling water. Think what this 
means !"" 

Shall I tell you what Mrs. 
Jones of Jarrow will think it 
means ? 

She will think that Band-Aid 
may be good for women who are 
daft enough to cook an egg that 
way, but as she wants something 
that sticks to her finger she thinks 
she will stick to Elastoplast. 

To produce an advertisement 
of such size and impact to tell a 
story so far-fetched and so 
foreign to women’s way of think- 
ing 1s a waste of effort indeed. 

What responsive chord did any- 
body think it likely to touch ? 


It reminds me, now I come to 


think of it, of the American 
efforts to sell ball-point pens 
“because you can write with 


them under water’—a long-felt 
want that even the most imagina- 
tive market researcher must have 
had difficulty in discovering. 


* * ™ 


CANADA Dry's layout is a dazz- 
ling success, and I am expecting 
at any moment to hear that a 
strong-arm squad has kidnapped 


@ Continued on page 312 
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How to get attention—or die 
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What will Mrs. Jones of Jarrow 
think of this advertisement ? 


*So off he goes in a huff...’ 


swoee ane one wares 
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In the opinion of Copytaster the 

man responsible for this item is 

in danger. But why not show the 
bottle ? 
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To the 


Publicity 
Manager 


we make a suggestion. 


Ir is only a suggestion, but we would be very glad were you 


to consider it. 


It is, that should you wish to impress—and we mean impress— 
100,000, §00,000, a million potential buyers, with the Brand of a 
certain line, they would be more likely to remember this Brand, 
were they to see it in print every day, twice a day, for say, amonth. | 


More and more firms are obtaining their publicity our 


way, namely by [a7 gift, 
to the ultimate buyer, 
of a very desirable, and 
certainly novel, Booklet, on 
which, in attractive colour- 
ing, the manufacturer 
sends his message. 


Then consider, the price 
per 1,000 of these Booklets 
is so low that distribution 
on a large scale is possible. 


NN 


KILLS 
MOTHS 


TOWEL AND SOAP LEAF 


Again, for travel emergency. 


DIPSTICK TISSUES 


For the motorist. 


WINDSCREEN WIPERS 


For the motorist. 


EYE-GLASS CLEANERS 


We think them the most efficient on 


the market. 


We Manufacture: 


LADDERSTOP 


For nylons and silks (Laboratory tested for 
peety and effectiveness. Approved 
r 


gest Menders in the Country). 
LIPSTICK TISSUES 


For that essential finish to the lips. 


PERFUME PENCILS 


Dainty and alluring. “ Lily of the Valley ”’, 


“Caprice”, “Oriental”, ete. 


SOAP LEAF SACHETS 


For travel emergency, motoring, picnicing, 
etc. 


MOTH MATCHES 


One match per pocket oe ceaging suits, one 


or two per clothes press, 
FIRST-AID PENCILS 


For minor cuts, scratches, etc. © 


STYPTIC PENCILS 


One match or pencil for “shaving” 


accidents. 
LIPSTICK MATCHES 


Made from a@ bigh class formula, one match 


per application. 


by the 
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it’s when you can 
hardly move— 


that you’ve got to! 


We're expanding so fast that 115 Gower Street 
just won't hold us any longer! For nearly 10 
years now we have been quietly specialising in 
providing a first-class advertising service for the 
Industrialist and Technician—and more and 
more Industrialists and Technicians are begin- 
ning to appreciate that fact! A move to bigger, 
better premises is vital if we are to continue 
creating advertisements of the highest standard 
—and such a move will, we are glad to say, 
actually take place! From August 16th, with 
far more room at our disposal, we shall be 
carrying on our very practical, very specialised 
business at 85 Gloucester Place, W.1, and any 
hard-headed business man selling to hard- 
headed business men, should contact us at that 
address. 
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Apart from the above, we supply in the higner price category from 
si - to §0/-, those lines usually given when dearer advertising gifts 

led for. To enquirers, we would say, please indicate the 
quan involved in your publicity scheme. 


25-27, 


ablished 1928 


SEFTON ROAD, 


WALTON, LIVERPOOL 9 


Telephone 


AlNtree 1367 


TAYLOR ADVERTISING 
LIMITED 


INCORPORATED PRACTITIONERS IN ADVERTISING 


85 Gloucester Place, W.1 


TELEPHONE: HUNTER 9851/5 
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* REVIEW 
OF 
ADVERT- 
ISING— 


continued 


The mistake here, 
in the opinion of 
Copytaster, was to 
put the headline 
in the form of a 
leading question 
because such a 
query destroys 
curiosity about the 
copy. 


the artist on behalf of the New 
Yorker. 

The copy is most readable, and 
although it uses a good many 
words to say nothing very much, 
| do not believe that anybody 
would wish it shorter. To readers 
who are sick and tired of that 
endless and now tedious Schwep 
peshire series it will be as wel- 


The price le im your favour, too. 
444 and Gad 


Toners, Light Grown, Oxbleed, White, fleck. * 
Ase Onrk Tan (654. tee onty) 


Pay 5 Guineas for a pedigree Rabbit 
~and then neglect it 


Of courne you wouldn't! That lovely, glossy 
ores and up wp condsicn ave the rewle of 
correct diet and ucatinent Equally, thorough 
bred shoes anced daily aowrshment and care 
bo beep them wert and combortable—« daily 
drewing with Cherry Blossom, che food for 


come as sunshine after a month 
of rain, 

About the policy of the adver- 
tisement I am not quite so sure, 
and it may be a waste of time to 
discuss it without knowing what 
is to come and what marketing 
situation it is designed to meet. 
So I will say only that it is essen- 
tially a man’s advertisement—a 
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pub-frequenting man’s — and 
women and children will scarcely 
give it a second glance. 

Are men who frequent pubs 
likely to care about Spur Cola or 
Sparkling Orange or, heaven help 
us, Strawberryade ? Is there a 
theory that after they have learnt 
to like the ginger ale they will 
suggest that the children might 
like Canada Dry Strawberryade ? 

If so, it is going to be a long 
and costly process 

At the beginning of this article 
it was said that all these adver- 
tisers had sacrificed something 
important in the hunt for atten- 
tion. Here, it is the display of 
the name and the label, and | 
refuse to believe that a picture 
of the bottle would have cut 
down the readership. 

Let the artist see that he shows 
it next time or off T'll go in a 
huff. 

* * * 

CueRRY BLOSSOM have quite a 
plausible idea with their picture 
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of a rabbit's head and the head- 
line: “Pay 5 guineas for a pedi- 
gree Rabbit--and then neglect 
it?” But I think it is one of 
those ideas that sound splendid 
in a copy conference but look 
somewhat uninspired on paper. 

The mistake was to put the 
headline in the form of a leading 
question (i.¢., the question that 
suggests its own answer), for such 
a question destroys any curiosity 
about the copy. Readers know 
at once that the answer must be 
“of course not” so they feel no 
compulsion to look farther. 

It would have been less clever 
but much more sensible to put a 
price-tag on the rabbit and say, 
“You wouldn't neglect him; so 
don’t neglect your shoes!” 

The irrelevant and uninform- 
ative headline that serves only to 
tease the reader's curiosity is al- 
ways a temptation to young copy- 
writers. But it is seldom justifi- 
able, and if it is not even a 
good tease it is deadly. 


A new guide book for typographers 


Encyclopaedia Typographica, Part One, 
published by Encyclopedia Typographica 
Publishing Co. 648 


ECOR AND classification 
forms the subject matter of 

the first part of this work the 
aim of which is to show as many 
type alphabets as possible in the 
formulation of type classification. 
Part one is based on the format 


Enor nous photographic background made by Autotype 


How they used to do it 


of “Bastien Typographica”™ and 
illustrates over 350 type alpha- 
bets, some miniature, but most 
in large size. These plates 
establish this volume Part One 
as a useful studio or drawing 
office bench companion. 

Complete in itself, this opening 
volume evokes no need or reason 
to acquire later parts. 


How it can help you today 


3 Years ago Autotype hit on the idea of bringing more realism Specially designed plaat was installed by us for this extremely 
z to the cinema screen by means of photographic scenic back- 


: accurate processing and this plant is used today for making 
grounds. These enormous enlargements were sometimes 


7,000 sq. ft. in area. Autotype Studios made literally hundreds trade blow-ups. The wealth of experience gained is one of 
of them. But nowadays film folk tend to use actual locations. 


i 


as 


the reasons for our claim that 


MOST of the really good enlargements are made by AUTOTY PE 


Ask for a copy of " Are you interested in giants! '' and the Autotype Price List. The Autotype Co. Led., Brownlow Road, West Ealing, London, W.13. Ealing 2691-2-3. 
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ADVERTISER'S WEEKLY 


DAILY 
EXPRESS 


JANUARY TO JUNE ABC FIGURE 


4,069,211 


THE ILP.A. NATIONAL READERSHIP SURVEY 
SHOWS A TOTAL DAILY EXPRESS READERSHIP OF 


11,608,000 


THE TOTAL NUMBER OF UPPER AND MIDDLE CLASS 
READERS OF THE DAILY EXPRESS WAS 


3,285,000 
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CE 


ADVERTISER'S WEEKLY 


| WORKING | POOR — 


DAILY 32% 34% 31% 23% 
EXPRESS | 403,000 | 2,882,000) 7,517,000) 806,000 
12% 28% 39% 26% 
DAILY MIRROR | 446 900 | 2,311,000 | 9,414,000 | 918,000 


DAILY MAIL 


25% 


322,000 


21% 
1,728,000 


14% 
3,409,000 


11% 
380,000 


DAILY HERALD 


4% 
50,000 


12% 
1,015,000 


21% 
4,986,000 


21% 
736,000 


NEWS CHRONICLE 


9% 


119,000 


12% 
977,000 


10% 
2,414,000 


8% 
286,000 


DAILY SKETCH 


7% 
90,000 


7% 
617,000 


7% 
1,663,000 


5% 
171,000 


DAILY TELEGRAPH 


33% 


414,000 


15% 
1,247,000 


3% 
812,000 


2% 
54,000 


THE TIMES 


17% 
216,000 


4% 


344,000 


1% 
299,000 


1% 
20,000 


or in.the higher ranks of 
included among the upper group, salaried clerical »« 
WORKING 64.8 per cent 


UPPER '3.4 per cent. +f geaiintion influent by Sever: 
ness as 


whers or directors 


tion indicated by Survey 


CLASS DEFINITIONS 


Well to-do; for example, people in the higher professions such as the wealthier chartered accountants, lawyers, doctors, 

MIDDLE 22.4 per-cent. of pepaiation indicated by Survey. Middle and upper middie class 

orkers, qualified teachers, managers or owners of medium and large shops, and non-manual » supers ising grades in factories 

Lower middle and working ease: this is the largest = up and covers the r 
without regular jobs, 


POOR 3.4 
of the poor. R 9.4 per cent. of population indicated by Survey. Those 
Their circumstances are generally poor and they have money for necessities only. 


The above figures are taken from the 1954 National Readership Survey. Percentage 
figures show readership in relation to the total population in each group. 


lied labourers, or those 
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Point-of-sale 


material 


that sells baby foods 


Sensational copy would be out of place in the advertising of baby 
foods. The Trufood organisation has developed a technique of 


N EXAMPLE of successful 
tight-rope walking between 
the strictly ethical approach 
and straight advertising is 
evident in the current Trufood 
technique with display material. 

It has always been the policy 
of the company, manufacturers of 
baby foods, to maintain a strictly 
ethical line although they are 
fully aware that this prohibits the 
use of hard selling, sensational 
copy and any form of flamboyant 

esentation. This policy has 
rought them good will and co- 
operation from all branches of 
the medical and nursing profes- 
sion. It is also the company’s 
policy to sell their products only 
through the pharmaceutical trade. 
They are well aware that the 
average pharmacist has limited 
space for displays and, although 
most babies are born during May, 
June and July, there is no “baby 
season.” Showcards and crowners 
must therefore have year-round 
appeal. 


Brand name alone 


Trufood’s latest formula pro- 
vides effective material which will 
sell the product and at the 
same time fit in with these restric- 
tions. The first of this current 
point-of-sale display material was 
distributed recently, an attractive 
photograph of a baby, the only 
copy being the brand name. The 
trade liked it and it helped sales. 
The product is identified at once 
as an infant food. The photo- 
graph appeals to the mother and 
she associates the products in her 
mind with happy, healthy children 
and gets the idea that the foods 
are good for her child. 

Furthermore, it has been firmly 
established that little captures 
attention of passers by, or 
casual shoppers, so much as a 
cheerful picture of an infant. In 
this respect advertisers of a baby 
food find life easier than others. 
In the case of this Trufood 
showcard the product is identified 
at once as an infant food 


display which is both tasteful and successful in selling the product. 


HE PHOTOGRAPH of the 
baby was taken by Studio 
Lisa Ltd... who hold a Royal 
Warrant to Queen Elizabeth the 
Queen Mother. 

This firm has been responsible 
for many photographs of the 
Queen and Princess Margaret as 
children and also for a large 
number of the pictures which the 
public all over the world have 
seen of Prince Charles and 
Princess Anne. 

The showcard was specially 
designed as a centre piece for the 
window and counter displays of 
baby products which many 
chemists feature during the early 
summer months. Made to stand 
on the counter or hang upon the 
wall or in the window, the 
lettering does not detract from 
the appeal value of the picture. 


Having established that this 
type of point-of-sale material is 
valuable to the trade as well as to 
the company, Trufood are now 
following up with a crowner for 
Spoonfoods, their range of 
strained and homogenised meats, 
fruits and vegetables, 

The rise of babyfoods in this 
country since the war has been 
remarkable. Sales are still 
expanding. 


This is the crowner 
for the Spoonfoods 
range of habyfoods 
processed by the 
Trufood company. 
Nothing captures 
the attention of 
casual shoppers so 
much as a cheerful 
Picture of an 
infant. 
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Dagens Nyheter 


SWEDEN’S 
GREATEST DAILY 


NET SALES (SWEDISH A.B.C.) 
Dally 288,719... ... . Sundays 339,446 


Dagens Nyheter is Sweden’s leading daily 
circulation is national 


Its 


half the inhabitants read the paper. In 
addition, about 100,000 copies are distribu- 
ted every day outside Stockholm. 

Dagens Nyheter is Liberal in character and 
ite politics have always been sympathetic to 
the British point of view. 

It carries the greatest advertising volume of 
any Swedish newspaper, both display as 
well as classified. 


London Office: FRANK L. CRANE, 
#9, Fleet Street, E.CA...... Phone: CENtral 281! 


—When advertising 
in SWEDEN 
use 


STOCKHOLMS -TIDNINGEN 


Circulation : Weekdays 179,101 
Sundays 217,400 


In 59 out of Sweden's 94 newspaper districts, 
wo other Stockholm morning daily has better 
coverage than STOCKHOLMS-TIDNINGEN. 
Let these figures convince you that it bs 
profitable to count on this paper. 


U.K. Representatives: 
JOSHUA B. POWERS LTD 


14 Cockspur Street, London, $.W.! 
Tel.; WHitehall 3366 


| Norway or 
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Advertising pool extends 


Scandinavian services 


Wider scope has recently been arranged for the Scandinavian Advertising 
Pool through the inclusion of a Finnish agency. A new booklet has 
been published which gives helpful facts about the Swedish market. 


HE SCANDINAVIAN 

Advertising Pool organisa- 
tion has recently included a 
Finnish agency and can therefore 
extend the scope of the services 
previously offered only to foreign 
advertisers in Denmark, Norway 
and Sweden. The unmistakable 
proof of value claimed for the 


| system during eight years of exist- 


ence make it justifiable now, its 
members feel, to include Finland 
in the territory covered. The 
timing for this is considered 
especially apt, as Finland has now 
overcome the difficulties caused 
by the war and has returned to 


conditions of normal trading. 


Co-ordinate the campaigns 


For many kinds of merchandise, 


| the Scandinavian countries con- 


stitute a single market—and in 


| culture and way of living, Finland 
| is essentially an extension of 


Scandinavia, It is claimed an 
undoubted advantage in adver- 
tising campaigns to have them 


| co-ordinated throughout the area. 


Moreover, it simplifies matters 
for the advertiser to be able to 
turn to one agency instead of 
three or four. As there are local 


| differences of taste and attitude 


which need observing in the 
various countries, AB Svenska 


| Telegrambyran (the advertising 
| agency authorised by the News- 


per Publishers’ Association of 
weden) has observed that it is 
generally found most convenient 
to have the co-ordination done 


| by one Scandinavian agency. 


List of members 


The Scandinavian Advertising 
Pool has previously operated on 
the principle that advertisers can 
obtain the services they need by 
turning to any of the group's 
member agencies in Denmark, 
Sweden. This 
arrangement is retained even 
now that Finland's Annons- 


| central Ab, Helsinki, has joined. 


The other members. are: 
Sylvester Hvid, Copenhagen, 


| A/S Heydahl Ohme, Oslo, and 


AB Svenska Telegrambyr4n, 
Stockholm. The group's list~ of 
clients includes several big names 
in international advertising. 


This agency grouping has been 
know as “Triangle, The Scandin- 
avian Advertising Pool.” How- 
ever, with the addition of a 
fourth member, the word 
“Triangle” has been dropped 
from the name. Altogether, the 
group has a combined staff of 
00 to help clients with their 


sales and advertising problems in 
this attractive market. 


* * * 


A BOOKLET titled Sweden, an 
important market for exporters, 
has recently been published by 
the Federation of Swedish 
Wholesale Merchants and Im- 
porters and provides, in a con- 
venient form, a wealth of basic 
information about the market. 


The point is made that of the 
flow of goods which passes 
through Swedish wholesale 


SWEDEN 


channels, about 70 per cent finds 
its way through private firms 
affiliated to the FSWM & IL. 
The ICA organisation (owned by 
retailers) absorbs about five per 
cent, other private undertakings 
about 15 per cent, and the 
Swedish Consumers’ Co-opera- 
tive Society some five to 10 per 
cent. The country’s wholesale 
trade is ‘thus strongly in the 
hands of private interests. 
Between one-half to  three- 
quarters of Sweden's imports are 
handled by wholesalers. 


* o * 


A survey of the economic 
and commercial conditions in 
Sweden has been issued by Board 
of Trade, priced at 6s. This is 
the latest in the series of overseas 
economic surveys put out by the 
Commercial Relations and 
Exports Department and is a 
comprehensive guide running to 
some 218 pages, plus map. 


In the section dealing with 
advertising it is stated that if an 
advertiser wants to cover the 
whole country but does not 
intend to finance an_ intensive 
campaign, he may find it desir- 
able to confine advertisements 
to the leading Stockholm dailies. 
For a somewhat more intensive 
effort there are important news- 

pers covering the other two 
arge populous areas located 
round Gothenburg and Malmo. 
The local press of the more 
sparsely populated north of 
Sweden would come into con- 
sideration with a large number 
of other local papers for a still 
more ambitious scheme of local 


@ Continued on page 319 
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UK trade opportunities 
at Italian exhibition 


HE FOURTH Inter- 
national Technical Ex- 
hibition will be held in Turin 
— September 29 to October 


This event will comprise an 
engineering exhibition, agricul- 
tural engineering ~— exhibition, 
technical exhibition of cinema- 
tography, photography and 
optics, and the first Euro 
plastics exhibition, The Com- 
mercial Department of the 
British Embassy in Rome and 
the Consulate at Turin have both 
drawn attention to the increas- 
ing importance of this event, and 
the opportunity which it provides 
to display United Kingdom goods 
from the various important in- 
dustries which it traditionally 
covers. 

The net published figure of 
paying visitors to the 1953 exhibi- 
tion was 150,000. To this 
figure must be added a large 
number of free pass holders 
(prominent business men, poten- 
tial buyers, etc.). There were 
1.200 exhibitors showing goods 
from 30 countries, including a 
small number from the UK. 
Individual firms from countries 
outside Italy were in the main 
represented by Italian agents, 
but many German, Dutch and, 
to a lesser extent, French manu- 
facturers had stands in their own 
names manned by their own 
nationals, thus attracting con- 
siderable attention. This was 
particularly noticeable in the 
engineering, plastics and electro- 
domestic exhibitions. 


The Levant Fair 


LTHOUGH EXPORTS 
from the United King- 
dom to Italy have risen con- 
siderably since 1951 there is 
still scope for enterprise and, 
despite keen foreign competi- 
tion, no reason why even 
greater success should not be 
achieved. 
The Fair of the Levant at Bari, 
second only in size to the Milan 
Fair, should be of particular 


interest to UK exporters in view 
of the development of the Italian 
south and the opportunity it pro- 
vides to display UK products to 
an expanding 
market in Italy as well as to 
visitors from other Mediter- 
ranean countries. 

To help British manufacturers 
to display samples and trade 


section of the | 


literature at low cost, the British — 


Chamber of Commerce for Italy 
are organising a UK Collective 
Exhibition at this forthcoming 


fair which opens on September 9. | 


Charges vary according to the 
size of space occupied, but as a 
uide the Chamber quote an 
inclusive charge of £10 for a 
space 4 x 4 feet. This charge 
includes reception of samples and 
display material, decoration and 
preparation of 
manning of stands, collection and 
transmission of inquiries, distri- 


the exhibition, | 


bution of trade literature, produc- | 


tion of individual reports to 
exhibitors at the close of the 
event, and return of samples and 
display materials to exhibitors or 
to any address specified by them. 
The charge does nor include the 
cost of forwarding goods or 
literature, insurance or return. 
The Chamber's staff will be in 
attendance during the period of 
the fair and will help exhibitors 
to get the maximum publicity— 
which will be much the same as 
would be obtained from an indi- 
vidual exhibit at a higher cost. 
The Chamber are also in a posi- 


tion to follow up inquiries, and © 


to provide market information to 
participants, 


Egypt 


All import restrictions on con- 


sumer goods entering Egypt 
from sterling area countries, ex- 
cept those having agreements to 
pay in Egyptian currency, are 
annulled. 

Some 18 months ago the 
Egyptian Government restricted 
the import of sterlin 
with the exception o 
“essential imports” to 
specified on a special list. The 
annulment of this list should 
greatly help British traders. 


certain 
those 


© FOCUS ON SWEDEN —continued 


advertising. 

The weekly press is widely 
read and, declares the survey, 
“is particularly effective where it 
is desired to canvass women and 
young people.” 

Attention is drawn to the fact 
that sample distribution is widely 
used. On the other hand, house 
to house canvassing has been 
overdone and is no_ longer 
effective. Premium schemes (wrap- 

rs, CoUpONS, etc.), are unpopu- 
ar with the trade, and are not 
very effective with the public. 


Gift schemes are forbidden 
under the legislation relating to 
unfair competition. 


Illustration is much used in 
Swedish advertising, although 
compared with the United King- 
dom the poster is little used. 

As the survey points out, with 
over 90 per cent of her imports 
free from _ restrictions, the 
Swedish market is wide open to 
British exporters who have excel- 
lent opportunities. Notes on the 
market situation for a range of 
items are included. 


goods — 
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Quality coverage 
in South Africa 


Cape Town 


CAPE TIMES 
CAPE TIMES WEEK-END MAGAZINE 


Durban NATAL MERCURY 

SOUTH AFRICAN WOMAN'S WEEKLY 
Johannesburg RAND DAILY MAIL 
National SUNDAY TIMES 


SUNDAY EXPRESS & HOME JOURNAL 
DIE LANDSTEM 

SPOTLIGHT 

FORUM 


NEWSPAPERS LTD 


24 Holborn, London, E.C.!. Tel. HOLborn 4144 


Technical articles of real interest to engin- 
eers and executives appear regularly in 
Mechanical World. If your products appeal 
to the Engineering Industry, send for free 
specimen copy and rate card. 


Mechanical Worl 


AND ENCINEE RING RECORD - 


Published monthly in London and Manchester 


Emmort & Co. Led., 31 King Street West, Manchester 3 
London Office: 50 Temple Chambers, Temple Avenue, £.C.4 


_ 

-—— 
— 
— 


e 
MERCURY « EXHIBITIONS 

e DISPLAYS 
DISPLAYS © SILK SCREEN 

© PRINTING 

LIMITED . 

WORKS & ADMINISTRATION 7 A N D 
Manon ae © PERSPEX 
meas ~~ © FABRICATION 
171, NEW BOND STREET, W.1. +. 


Tele ;: GROSVENOR 867/! 
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Trade and Technical Press Viewpoint 


August 12, 1954 


Recent measures aimed at freeing trade from official control 


have been celebrated in the relevant trade journals. 


monthly survey SCRUTINEER observes that— 
Faith continues in advertising as the 


spearhead of business-building 


HAT A fillip decontrol 

has given to the food 

trade papers! And how wel- 

come it must be after so many 

years with their trades robbed 
of the spice of competition. 

At long last individual firms 
and brands have regained their 
freedom to make and sell as they 
please, and judging by the in- 
creased volume of business in 
their trade journals, they have 
lost none of their pre-war faith 
in advertising as the spearhead 
of business-building. 

The most publicised example 
of this return to unfettered trade 
has been in the butter and mar- 
garine inddstry, where the virtues 
of numerous brands have been, 
and are still being extolled 
through all-out campaigns in the 
trade press, as well as nationally. 
While in many cases the accent 
in the publicity is on the “return- 
of-a-product - you - used - to- know - 
and-like-so-well” theme, there is 
no doubt that several brand pro- 
prietors have come to the con- 
clusion that it is a case of start- 
ing all over again, more or less 
from scratch. Traders’ memories, 
it seems, are not at all reliable 
without the constant prodding— 
yet one more example of the 
necessity for constantly using the 
trade press. 


The case of meat 


In the meat trade it is primarily 
the reputation of individuals and 
firms, as opposed to brand names, 
that count, There are, of course, 
branded sausages and tinned 
meats, but, in general, from 
farmer to retail butcher meat re- 
mains “meat,” not “Bestmeat,” 
“Meato” or any other cleverly 
coined catchname, But this did 
not mean that the recent decon- 
trol of meat had little effect on 
the trade press in that sphere. 


The contrary was the case, as 
the following note by the editor 
of Meat Trades’ Journal illus- 
trates: 


“In presenting the last issue 
before the end of control we 
have to apologise that it has 
become necessary for the 
‘Journal’ to be published a 
day late. There are several 
reasons, not the least of which 
is that this issue contains more 
pages than ever before in the 
66 years of our existence. Fur- 
thermore, there is the fact that 
the ‘run’ of necessity has to be 


longer with the highest circula- 

tion ever.” 

That particular week's issue of 
the Journal ran to 128 pages. 
The previous two issues both 
reached the 111 mark, and the 
subsequent two were around the 
90. The “new” advertisements 
are mostly from the market firms 
who came into their own again 
on the dissolution of the Retail 
Buying Groups, after 15 years. 
Many pages are devoted to an- 
nouncements of auction dates at 
the various markets up and down 
the country, and there are 
numerous vacancy  advertise- 
ments for skilled men in all sec- 
tions of the industry. Every- 
thing, in fact, that accompanies 
the return of this vital industry 
to freedom. 

The Journal, as jubilant as the 
rest, commented: “It is rather 
like... a chap getting out of 
bed after a long illness. He has 
rebelled at being kept there so 
long but, after he has been out 
an hour or two, how he would 
like to crawl back and stay there! 
If he did, of course, he would 
only be half a man from then 
onwards, relying on others for 
subsistence and soon losing the 
aed to do anything for him- 
O08, -se.4 

“Don't be obsessed with what 
the other man is willing to pay 
and don't let him fix the prices 
you have got to sell at. Above 
all, don't kid yourself you can 
corral all the trade. Try that and 
you will only corral yourself—in 
Carey Street.” 

| should like to return that 
reeting to the trade press in the 
reed meat trade. Control de- 
prived it of much, but it stuck it 
out. ' 

* * 

WARNING to readers to 

study the implications of 
another recent “freedom” was 
given by the editor of the 
Drapers' Record. The removal 
of restrictions on hire purchase, 
he declared, was “another step 
towards greater freedom in trad- 
ing which, in any case, means 
greater competition for the money 
available.” 

After pointing out that there 
was no change in the general 
limitation of finance from the 
banks for hire purchase, he said 
it was doubted whether that 
would prevent large-scale expan- 
sion in this type of trading, “for 
there is still a lot of private 
money about.” 


The Drapers’ Record \eading 
article went on: 


“In our study of ‘Economic 
Survey, 1954,’ issued by the 
Treasury, we stated that the 
trend of consumer expendi- 
ture away from clothing and 
footwear is very noticeable 
when a comparison is made at 
1948 market prices. This 
shows that while, during the 
past five years, total spending 
on that basis increased by £492 
million, the rise credited to 
apparel and footwear is a mere 
£5 million. If we compare 
1953 with 1950, the position is 
much more unsatisfactory, the 
clothing group being the only 
one specifically mentioned to 
reveal a decline. 


“Many retailers have already 
started instalment trading in 
some form or another, but this 
is not the complete answer. 
Apparel and textiles must now 
compete on level terms with 
cars, refrigerators, television 
and the like, and it is imperative 


In his 


that the trade persuade the 
public to become much more 
textile-conscious. Publicity 
campaigns and presentation are 
an important part of the per- 
suasion process, but equally 
important are the goods, which 
must attract the public eye.” 
In the same issue there was a 
report which recalls an advertise- 
ment which was inserted in the 
journal sideways to achieve an 
unusual effect. At the Whole- 
sale Textile Association's Sum- 
mer School the incident was 
quoted to illustrate the need for 
novelty. Introducing a session 
on “Presentation and Demand,” 
BE. A. Dixon (Wilkinson & War- 
burton Ltd.) spoke of the desira- 
bility for members of the WTA 
to create a fund for the purpose 
of undertaking national adver- 
tising. He envisaged a scheme 
in which pleasant and appropriate 
trade names would be chosen for 
merchandise in each section, use 
of the names being open to all 


@ Continued on page 322 


Calor Gas at Agricultural Show 


ta STAND organised by the Calor Gas (Distributing) Co., Ltd. 
at this year’s Royal Agricultural Show at Windsor was the biggest 


of its kind ever attempted at such an event. 


It became a landmark 


and a meeting place and under the largest canvas roof at Windsor 
an exclusive and comprehensive range of this country's no mains gas 
domestic and farm appliances could be seen. 

Of special interest to farmers was the new Maywick broiler-brooder 


which has greatly cut chick mortality 


Farmers’ wives could see a 


model kitchen and bathroom tiled throughout and fitted with the latest 


Calor appliances. 


Agents are Grant Advertising, Ltd. 
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MANUFACTUR 


is used by 


T. G. Scott«Son Ltd 
for 


¢ AEVEREED TEATRO MER TATION A 
Pe be 


manufacturers of 


ElectroniK Potentiometers 
(Indicating & Recording), 
Differential Converters & 
Associated Receivers, Mod- 
ulating Control Equipment, 
Protectoglo Combustion 
Safeguard Equipment, to 
reach makers of preserves, 
pickles, milk products, 
soup, sauces, etc, 


FOOD MANUFACTURE 


Stratford House 
9 Eden Street, London, N.W.| 


FOOD MANUFACTURE is one of the 
LEOWARD HILL TECHNICAL GROUP 


7s specialised monthly 
journal dealing with all 
civil engineering in which 
earth-moving and earth- 
moving equipment are in- 
volved open-cast coal and 
iron ore, hydro-electric 
developments, land re- 
clamation, harbours and 
docks, coast defence works, 
river widening, canal con- 
struction, ete, 


MUCK SHIFTER 
and Public Works Digest 
is another publication of the 


LEONARDI 
TECHNICAL GROUP 


CORROSION THCHNOLOGY 
MANUPACTURING CHEMIST 
FInKES (NATURAL ArD SYNTHETIC) 
PAINT MANUPACTURE 
WORLD CRhOors ATOMICS 
FOOD MANUFACTURE 
POTTERY APD GLASS 
BUILDING MATEMIALS DIGEST 
MUCK SHIFTER 


PRTROLEUM 
CHEMICAL AND PROCESS 
ENGINERRING 


All published at 
Stratford House 
Eden St., London, N.W.1 


Specimen copies on request 


| firms who contributed. 
| vertising in general, he said the 
| keyword was continuity; isolated 
| efforts did not produce the same 


@ TRADE AND TECHNICAL PRESS 


On ad- 


value. 
The standard in the trade press. 


| which he described as an im 
| portant medium,” had improved 
| considerably with one disquieting 


effect—an advertisement was 


as particu arresting. 
result, he said, could be achieved 
through novelty, force, slogans— 
or the unusual, 

A glance through the weekly 
“book-thick” Drapers’ Record 
reveals that the last piece of ad- 
vice from Mr. Dixon might well 
be taken to heart by many more 
advertisers, 

The same can be said, of 
course, of people who spend 
money in other trade papers. 
The improvement is not keeping 
pace with the times, and it seems 
quite obvious that much space 
cannot be pulling its full weight, 
because of lack of novelty or 
force. é 


* . 

ETTER QUALITY paper 

used in the June issue of 
Plumbing Trade Journal was the 
first change in a policy of gradual 
improvement, readers have been 
told. The next new departure 
will take effect with the Septem- 
ber issue, when a special section 
for students will be introduced. 
It will form an integral part of 
the publication but the articles 
will be so grouped that they can 
be detached for filing or binding 
if that is desired. 

“Our function, as we see it, is 
to cater for plumbers of all 
kinds,” the editor has explained. 
“In the endeavour to do this we 
have been greatly helped by sug- 
— and (not less valuable) 

y criticisms from readers.” 

The page size of the Plumbin 
Trade Journal is to be increase 
next January from 84 in. x 54 in. 
to 94 in, x 7 in. 

* o 
ANKING READERS for 
their congratulations on the 
monthly’s anniversary, 
Games and Toys declared: 

“ Dear readers, you have 
overwhelmed us! You have 
left us blushing, breathless and 
even a little. embarrassed! 
Your warm, st?aight-from-the- 
heart greetings, your expressions 
of friendship and esteem, your 
verbal pats-on-the-back have 
tumbled in daily cascades from 
our postbag. 

“Your spontanous reactions 
to our 40th anniversary have 
told us all we need to know. 
You "phoned, you wrote, you 
dropped in. You made us feel 
proud.” 

* * * 
ASS ADVERTISING and 
its effect on the retailer's 
freedom to buy in the markets 
of his own choice was the sub- 
ject of comment by George 
Orchard, chairman, at a recent 
meeting of the Bristol and Dis- 
trict Oil and Hardware Associa- 


—cont. 


tion, reported Jronmonger. 

Before the war, he said, 
tailer could use his discretion and 
skill as a buyer, making his pur- 
chases according to his judgment, 
after comparison of prices and 
qualities. To-day, “pressure” ad- 
vertising influenced 
to such an extent that the retailer 
had, willy nilly, to stock lines 
demanded as a direct result of 
advertising. Popular periodicals, 
with their specialised advertising — 
and recommendations to women 
readers created temporary and 


tai j yy - 
Gente demands Sor certain lines. | 62 vith ABC. Circulation and 


Mr. Orchard continued: 
“The retailer who lays in 
stock thinking there is going to 
be a steady demand because of 


the number of inquiries he has | 


received, very soon finds that 
within a week or two the in- 


terest has shifted to some other | 


item plugged by a magazine. 

Any attempt to keep pace with 

these superficial demands will 

result in shelves stocked with 
once-popular lines that have 
been forgotten.” 

Whatever the merits or de- 
merits of this retailer's reason- 
ing, the publication of his re- 
marks should, at least, give 
suppliers food for serious thought. 
On the face of it, it seems to be 
the old story of “unplanned” ad- 
vertising. 

. 


0 MARK its 25th anniver- | 


sary, British Plastics brought 
out a greatly enlarged issue in 


the public | 


August 12, 1954 


PAINT 


ar. 


| 


The Paint, Oil & Colour Journal is 
the most popular and the best in- 


| formed publication in these indust- 


ries. It is read by all the technical 
and commercial executives. 


OIL AND 


The Paint, Oil & Colour Journal is 
the only trade paper in its particular 


has a world wide distribution and 
an average of four readers per copy. 


COLOUR 


| The Paint, Oil & Colour Journal has 
more than three hundred regular 
advertisers representing every sec- 
tion of the industries, a most effec- 
| tive advertising medium. 


JOURNAL 


Your next appropriation should 

include The Paint, Oil & Colour 
| Journal. Send now for rates and full 
| particulars to 83-6, Farringdon St., 
London, E.C.4. Phone: City 4788, 9 


July, devoted to a report of the | 


achievements of 
contribution to industry and the 
home. The opportunity was 
taken to tell readers something 
about the journal's policy and 
aims. The publicising of 
achievements “is only part of our 
duty to the industry we serve,” it 
was stated in the leading article. 

“As a trade paper,” the article 
went on, ‘British Plastics must re- 


port on all activities of the indus- | 
point- | 


try, recording news items, 
ing new trends, giving details of 
new materials and drawing atten- 
tion to new uses. British Plastics, 
however, is also a technical paper 
catering for the technologist 
who requires a continuous report 
on the ever-growing technology 
of plastics. The dissemination 
of these facts is a vital factor in 
technological advance, and the 
general poses in any industry 
4 direct 

of Stomintion published. 

“There is yet one more role 
which this paper, at least, has 
always played. It is that of 
initiating, of suggesting improve- 
ments within the structure of the 
industry. 

“British Plastics is therefore at 
once mouthpiece, score sheet and 
springboard. It speaks for the 
industry, records its activities and 


advances, and initiates and gives | 


impetus to worthwhile ideas. 
this, however, 
unless plastics roducts are 
widely employed. at they are, 
and to what extent, this issue sets 
out to show.” 
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Technical Print Review 


FORCEFUL PRINT IS THE 


WINNER—HANDS DOWN) 


E ARE sometimes for- 
tunate in seeing two 
very similar industrial printing 
jobs, both produced by experts, 
and are able to compare the 
approach. Such an opportunity 
has arisen with the production 
of two booklets—Iraq Oil in 
1953, published by the Iraq 
Petroleum Co., Ltd., and The 
Kent Oil Refinery published by 
the Anglo-Iranian Oil Co. 

It is interesting to see that 
neither have relied purely on 
typography, illustration or 
photographs but a combination 
of all three. 

Let us see how they have 
tackled them. 


Abstract background 


The Iraq _ booklet’s cover 
utilises a coloured photograph 
of a refinery unit on an abstract, 
but photographed, background 
in bright yellow. A black strip 
across the foot has the title in 
Gill Extra Heavy Sans serif in 
reverse. The Anglo-Iranian 
booklet uses a colourful but 
somewhat symbolic drawing of 
a refinery by Games printed 
yellow, green, red and blue on a 
purple background. The title at 
the foot is in Ultra Bodoni re- 
versed. Both booklets carry the 
motif on to the back cover; in 
the Iraq one the photographed 
patterned background continues 
on to the back and in the Anglo 
Iranian the drawing carries on to 
the back cover. 

Which is the most successful ? 
I would say that, industrially 
speaking, the Iraq cover wins 
hands down. It is forceful and 


direct and the yellow and black 


By ROGER DARCY 


make the photograph of the oil 
unit stand out. Artistically 
— the Anglo-Iranian is 
the most attractive, except that 


the pe background is a trifle 
funereal. The drawings make an 
unusual diagrammatic pattern 


which gives aesthetic pleasure, 
but since, it is presumed, the 
booklets are meant for commer- 
cial consumption the Iraq 
planners are one up. 

Besides which a sans type is 
always better for reverse print- 
ing than a modern with its thin 
serifs. 

Turning to the insides of the 
booklets this pattern seems to 
continue. Iraq goes on using the 
Gill Extra Heavy for headings 


and for the title page, which is 
rinted on a khaki coloured 
ckground and is_ therefore 


somewhat unconventional. The 
Anglo-Iranian title page is con- 
ventional to an extreme—even 
rather “ drawing room.” It is set 
in classic fashion in various 
weights of Perpetua, with the 
actual title in purple and the 
“BP” trade pa in green and 
ec more “ry com- 
ination of colours it is hard to 
imagine. 


Magnificent photographs 


The rest of the Anglo-Iranian 
booklet redeems itself. There 
are magnificent colour photo- 
graphs, many of them bled off 
the page. ere are some excel- 
lent coloured diagrams showing 
the origin and destination of oil 
products and the Perpetua head- 
ings in mauve do not look so out 
of place. 


@ Continued on page 324 


Left: Front cover of the booklet about oil in Iraq, which has been 

published by the Iraq Petroleam Company. Right: Front cover of 

the booklet about the Kent Oil Refinery which has been issued by 
the Anglo-Iranian Oil Company. 
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‘SPIRIT GAZETTE 


ldd¥ 8 1VO> 


THE 
SPORTS 
TRADE 


is covered by 
Harpers Sports & Games 


Harpers Guide to the 
Sports Trade 
Harpers Wall Chart of 
Playing Areas 


(giving areas of fields, courts, ete , of 30 
different Sports & Games-3/6 ) 


RS EXPORT WINE 


TO THE SPORTS TRADE - HARPE 
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Harper & Co. 
8 Lloyds Avenue, London, E.C.3 
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RPERS DIRECTORY & MANUAL - HARPERS DISTILLERY MAP 


THE MERCHANT SHIPPER 
The Journal for Export Management 


The monthly journal which keeps the Export Manager 
up aa dete ‘with all the latest changes in Export 


Procedure. 


Regular monthly articles on Export, Finance, Law, 
Insurance, Export Packing, Sea and Air Transport. 


if roduct or service is of use to the Export 
ees ton uso Oe ReaD allies oF Tee 
Merchant Shipper. 


Send for a specimen copy and rate card to: 


The Merchant Shipper, 26/28 Billiter St., London, £.C.2 
Telephone Neo. Royal 5322 


A reliable medium for HOME 
& EXPORT advertising, reach- 
ing the firms that matter, read by 
executives in all branches of the 
Metal and its allied industries. 


Bie 


METAL 


* 
TWICE weexty 
BULLETIN TUESDAYS & FRIDAYS 
. Published by 
. ae METAL INFORMATION BUREAU LTD. 


Birkett House, 27 Albemarle St., London, W./ 
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© TECHNICAL PRINT | 


—continued 


The Iraq booklet, too, con- 
tains some first class colour 
photographs and some really ex- 
planatory coloured diagrams. It 
also relieves the pages with some 
brilliant mural style coloured 
illustrations of the company's 
employees at work, training and 
play. 

These are both excellent jobs. 
The Anglo-Iranian booklet was 
printed by the Baynard Press, 
the Irae booklet was designed 
and produced by publishers 
Newman Neame, Ltd. This 
latter is such a good job that 
the printer's imprint might have 
been included. He deserves a 


hoost, 
Easy to follow 


Those two brochures, 
although about an important in- 


dustry, were fairly easy for the | 


layman to follow. The British 
Tabulating Machine Co.'s 
“Planned Production Control” 


is intended for those industrial | 


big-shots who really know what 
is going on. This is the opening 
sentence ; 


“ Production Control em- | 


braces the preparation of 
manufacturing plans, the se- 
quential issue of orders for 


their execution and the collec- | 


tion and recording of all 

relevant data to enable pro- 

ducts to be monitored through 

every stage of manufacture and 

assembly,” 

This brochure is to show these 
big brains how Hollerith Elec- 
tronic Machines are ideally 


suited to the requirements of | 


production management. They 


may indeed succeed because the | 


booklet is very well printed and 
laid out, although some of the 


diagrams are difficult for a 


dullard like myself to follow. 
First, the cover is unexception- 
able, but does its job well by 
using two shades of blue and 
Beton Open combined with 
Perpetua 


tion). y only complaint con- 
cerns the trade mark which 
strikes me as  over-elaborate 
First there is an outline of a key, 


within which is the Hollerith | 


registration mark (poor lettering) ; 


then there is a conglomeration of | 
wiggles (meant to represent elec- | 
tronics, no doubt); then comes | 
a valve, and finally a ticket with | 


“Punched Card Machines” in- 

scribed on it in even nape letter- 

ing. Not a really clean cut job, 
eel. 


Inside, Perpetua Bold is still 
used for headings as is the blue 


and black printing. There is a | 


clever use of half tones on blue 
backgrounds which makes them 
prominent and, what could be 
rather dull diagrams are livened 
up with two colours. Headings 
to the diagrams are differentiated 
from those of the text by use of 
Rockwell 9 - which is a little 
worn in parts, however, and sans 
is used for panels in the diagrams. 


@ Continued on page 325 


Reaches an in- 
fluential section 
of professional 
people who sub- 
scribe to the only 
legal weekly 
for practising 
solicitors 


The Surveyor 


AND MUNICIPAL AND 
COUNTY ENGINEER 

The influential journal for all 
advertisers who sell to 

Lecal Authorities 

Public Works Contractors 
The Building Industry 
Architects and Surveyors 
Advt. Mgr. Aldridge Caldwell 
6 Southampton Row, WC] 
Telephone : Holborn 0452 


Id (an unusual but | 
apparent! effective combina- | 


The 
MUNICIPAL 


JOURNAL 
founded 1893 
journal read in every local 


5 Clements Inn, W.C.« 
HOLborn 1817 


MUNICIPAL 
ENGINEERING 


founded 1874 


CONTRACTORS RECORD 
and 
Municipal Engineering 
(1908) 
Read by 
the Contracting and 
ater a Industry 


every Municipal Engineer 
throughout the United Kingdom 


LENNOX HOUSE, NORFOLK STREET 
LONDON, W.C.2 


SCHOOLMASTER 
AND WOMAN TEACHER'S CHRONICLE 


The Journal of The 
National Union of Teachers 


National Weekly Circulation. 
Reaches School Teachers 
throughout Great Britain 


All enquiries to: 


THE SCHOOLMASTER PUBLISHING CO.,LTD. 
HAMILTON HOUSE, HASTINGS STREET, 
LONDON, W.C.1 


GAS JOURNAL 


Newspaper and expert technics! 
weekly 


PASSENGER 
TRANSPORT 


* 


Your announcement in “P.T.” 

reaches operators and manufac- 

turers of the world’s largest road 
vehicle fleets—every week 


7 
PASSENGER 
TRANSPORT 


Telephone HOLBORN 9914/5 


MAR KET 


Monthly journal 


for the paper buyer, 
merchant stockist 
and printer. 


83 TUDOR ST-LONDON.EC4 


08s mall 
THE WORLD'S 


PAPER 


TRADE REVIEW 
THE ONLY trade paper in 
its particular field with 
A.B.C. Circulation. World 
wide distribution averages 

six readers per copy 


329 HIGH HOLBORN, LONDON, W.C.! 


Meat Trades’ Journal 
Weekly net sales exceed 
32,000 


For 66 years the official 
organ of the meat trade. 


8 CHARTERHOUSE SQUARE, LONDON, E.C.! 


_ Pharmaceutical — 


THE BRITISH CLAYWORKER 

Leading world technical journal for 

Brick, Tile Senitary Ware 
Industries. 

Overseas Sales equal 33°, of total 

circulation. 

CLAY & BRICK PUBLICATIONS, LTD. 

23 Tavistock Street, London, w. c.2 

TEMple Bar 7664 


“THE BRITISH 
and Overseas 


PHARMACIST’ 
The rnal for the pharmacist 
technician and buyer at home and 
all over the world. 
194-200, Bishopsgate, London, E C.2 
AVEnue 1444/5 
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| SPECIALIST 


‘Pood Manufacturing 


Publications 


HHth SHHO; & LEATHER 


RECORD 


Founded 1886 


The Pioneer and 
Progressive Paper | 


GRANVILLE HOUSE 
ARUNDEL ST. LONDON 
Tet. TEM 5524/6 


FOOD TRADE acview, &To., ne 


7, Gaanice STREET, LONDON, we 
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PAINTING & & 
Shoe 

DECORATING Weekly 

Cosh meets | | pestker Oe 


The Leading journal for all associated 
with the Painting and Decorating Trade 


CROMFORD HOUSE - MANCHESTER 4 


“OFFICE +MANAGEMENT” 
Official Seen f Ge Ge Managemen 
Ideal medium for 
announcements 
covering office 


Good Photography 


Monthly—for all 
amateur photographers 


Ni Bott Court, Meet Street, £.C.4 


equipment and 
supplies 
Office Management Association 


6 Hill Street, London, W.! 
GROsvenor 7336 


CANNING AND PACKING 


Specialist monthly magazine for 
food manufacturers, canners and 
users of containers and other 
packaging materials. 
CAMMING PUBLICATIONS 
14445 COLEMAN 5T., LONDON, 6.6.2 
Tel.» MOMarch 1995 


Public Purchasing 
supplies} 


Journal of the 
INSTITUTE OF PUBLIC 
SUPPLIES OFFICERS | | 

Read by Chief Officers who purchase for 
*% Hospitals 
* Local Authorities 
% Nationalised Industries 
40 Sackville Street, London, W.1 
Telephone: Grosvenor 7261 


JOURNAL OF THE OIL 

& COLOUR CHEMISTS’ 
ASSOCIATION 

Monthly 


with 
& world wide coverage, having 
t « leading position in technical 
4 literature 
Memorial Hall, Farringdon 
Street, London, E.C.4 
CENtral 2120 


publication 


Printing Trade © | 
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PAPER & PRINT 


Leoding quarterly for Printers, 
Papermakers & 
Extensive circulation 
among big print users 
129 HIGH HOLBORN, WC! 
Tel: HOLborn 7759, 2291/2 
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Front cover of a Ruston-Bucyrus 
catalogue. 


In general, the brochure is a good 
iece of printing by the Frederick 
rinting Co., Ltd., and is a first- 

class piece of planning. 

Apparently I said something 
nice about the sales literature of 

Ruston-Bucyrus Lid. in May. 

They now point out that the items 

of literature which I criticised 

were supplementary specifications 
and they have been kind enough 
to send along their full catalogues 

There is not a lot to be said about 

these, except that they are very 

competent jobs. Perhaps the one 
with the most striking cover is 
purely typographical, and this has 
the most effective use of Playbill 
in two colours I have seen for 
some time. In black and red on 

a green paper stock set at an angle 
it punches its message home. 
Although Playbill (a modern 
Egyptian) is most effective here, | 
do feel that our friends have rather 
a penchant for Egyptian types 


A ‘period’ flavour 


Now for a complaint. 

I have received a quite effective 
eight-page leaflet advertising 
Weldall and Assembly pallets, 
but it uses my béte noire, wide 
Latin. It spoils the whole thing. 
There are occasional justifiable 
uses of this type—to get a 
“period” flavour, or when there 
is not much depth in which to get 
a long phrase-—but there is no 
justification at all in this pamphlet. 

Let us end on a note of praise. 

Cowan and Sons (Paper Sales) 
Lid, have put out an instructive 
folded pamphliet-+the “Cowan 
ABC.” 

A starts with “Art Papers and 
Boards” and i was wondering 
what they sold beginning with a 
“Z." Apparently it is not some- 
thing they sell, but something 
they give“ Zeal.” The pamphlet 


itself is printed on their Shell 
| Orange Duplex Folding Board. | 
would not have thought that blue 
would have come up very well on 
this, but it is surprisingly effec- 
| tive. The Ultra Bodoni Italic is 
| very forceful and has a certain 
gaiety, too, with its curves aad 
thin serifs. 
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ADVERTISER'S WEEKLY 


The Monthly Register of 


TRADE AND SPECIALIST 


MILK INDUSTRY 


TOPICAL AND TECHNICAL. 
PROCESSING, DISTRIBUTION 
AND SALE OF MILK 
AND MILK PRODUCTS 


The Most Influential 
Journal in British Dairying 


The Milk industry, 
37 Queen's Gate, London, S.W.7 


ae ' Sanitation ef: = 


Publications 


The mente Se & for and about 


August issue now on Sale. 
1/6 per copy 
167 STRAND, W.C2 
Covent Garden 2677 


MUNICIPAL 


ENGINEERING 


founded 1874 


The specialist weekly journal 
reaching every officer im the 
public health service, 


4 Clements Inn, W.C.1 
HOLborn g502 


THE 
MEDICAL OFFICER 


PUBLIC HEALTH AND 
SCHOOL HEALTH SERVICES 


NEWSPAPERS 
PERIODICALS 


—— —— 
Pass your Overseas Space Buying 
problems to 
PUBLISHING & DISTRIBUTING 
co. LTD., 167 STRAND, W.C.2. 
Tel.: TEM 7595/6534 


72/78 FLEET ST., LONDON, E.CA4 
CENers! 5574/5 


World's Leading Journal for 
Health, Hygiene and Sanitation 


The Royal Sanitary 


Institute Journal 
90 Buckingham Patoce Road, §.W.! 
Circulation 10,266 ABC 


BRITISH HOUSING AND PLANNING 
REVIEW 

Largest circulation a local 

aut jes and oficial” bodies 
in U.K, 


Bi-monthly 1/6 
42 Devonshire Street, London, W.! 


Furnishing 
World 


For complete coverage 
of THE RETAIL and 
MANUFACTURING 
SIDES of the Furniture, 
Upholstery, Bedding and 
Furnishing Trade. 


106 Fleet Street, London, E.C.4 
Tol.» CHA 8844 
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Review of House Organs 


One more good reason for 
a hard selling theme 


[HERE HAS been jubila- 
tion in the sales offices. 
The removal of the hire pur- 
chase restrictions has enabled 
Mrs. Housewife to buy more 
domestic equipment for only 
a few pounds down. But the 
new freedom does not favour 
all merchandise alike. 

It means that instead of the 
housewife being encouraged to 
buy certain goods on hire pur- 
chase because no large deposit 

required, that encourage- 

been taken away 

because a large deposit is no 

longer required on anything. All 

merchandise starts off from 
scratch. 

This is only one more reason 
why editors of house organs 
should begin to think about hard 
selling. How soon will house 
organ editors be running the 
slogan : 

“ Nothing moves off the floor 
of this factory until somebody 
sells it.’ 


Already price has a a. 


dominating factor and only a 
higher rate of production for the 
same wage bill will enable manu- 
facturers to reduce prices and 
maintain sales. To help in that 
is one of the jobs of the staff 
magazine editor. 


7 . + 


A number of staff magazines 
run correspondence columns and 
answers to uestions, but 
Northern Lights has really gone 
to town. This monthly magazine 


yes, i7’S 


THE FEATURE vee" VE ones spweegter’ 


Senbartiaien abused 


Q: 


attention to t 
Questions.” 


By BRIAN HILTON 


of the North West, Merseyside 
and North Wales Division of the 
British Electricity Authority 
recently started a feature called 
“Mr. Cooper’s Questions.” Mr. 
Cooper is the Controller. Each 
issue of the magazine now carries 
a business reply paid postcard, 
stitched in and perforated, and 
addressed to Mr. Cooper. On the 
other side is the heading “ Here’s 
my question, Mr. Cooper—”, the 
rest of the space is blank. 

The feature appeared for the 
first time in June, and contained 
21 questions and answers cover- 
ing nine pages. 

Here is an answer to those 
editors who are always desper- 
ately appealing to their readers 
for contributions. The point is, 
however, that the editor of 
Northern Lights did not merely 
invite questions ; he made it easy 
for questions to be asked. He 
also got them answered seriously 
by a top level executive, who 
must have devoted considerable 
time to the job. 


* * + 


NortH Western Gas Board's 
journal Link-up continues to run 
glamour pictures of girls on the 
staff on its cover. Very nice they 
are, too. I wonder, however, 
whether the editor ever regrets 
having started it? I remember 
John P. Wynn telling me once 
that when he ran a feature in 
National Post (National Cash 
Register) with pictures of selected 


@ Continued on page 327 


MA. COOPER'S QUESTIONS ! 


“ Northern Lights,” which drew powerful 
€ question- -and-answer new feature, “ Mr. Cooper's 
Everything is done to make easy the asking of questions. 
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© REVIEW OF HOUSE ORGANS —continued 


girls so much heat was generated 
that he thought the feature did 
more harm than good. 

There is, perhaps, this differ- 
ence. National Post is edited 
internally while Link-up is, I 
believe, produced by the Board's 
advertising agents who would not 
be suspected of favouritism and 
who are less sensitive to the play 
of jealousies. 

Perhaps the editor of the Cros- 
field Chronicle (Joseph Crosfield 
and Sons, Ltd.) also has some 
views. He publishes a portrait 
and profile feature about girls on 
the staff. 

* * * 


Il THINK that most “experts” 
asked to design a journal to carry 
full colour photographs would 
recommend magazine format, It 
seems that would simply be a 
habit of thought, for Wimpey 
News, a demy folio news sheet 
has now broken into full colour. 
The results are successful. There 
is no reason why they should not 
be. A printer handles a large 
sheet. Whether it is subsequently 
folded into eight or 16 pages 
matters not at all. 

The point is that a good quality 
art paper is used, and that is un- 
usual in a newspaper format. 
Indeed, the general idea of adopt- 
ing the large page is to make it 
look as much like a newspaper 
as possible, and that means news- 
print or at best a super-calen- 
dered. 

* * 


AND TALKING of colour, Iraq 
Petroleum has published a selec- 
tion of transparencies and colour 
prints submitted from time to 
time by readers. One issue con- 
tained 18 excellent pictures of 
high technical quality. Readers 
might have been interested to 
have technical data about those 
pictures—materials used, camera 
and lens, exposures, etc.—as most 
amateur colour work is done by 
enthusiasts. 


Encouragement to readers in the 
development of colour photo- 


re 


The June issue of “ Link-up” 

carried another glamour picture 

on the front cover. Such pictures 

of staff members are regularly 
published. 


7 * * 


A House journal that sells at 
seven shillings per monthly copy, 
and sells in its thousands in com- 
petition with two famous journals 
produced by eminent publishing 
houses is worth more than a 
passing glance. 

The Measham Magazine sells in 
vast numbers because it gives the 
ordinary motorist information 
that he can get nowhere else, and 
which helps him in his negotia- 
tions with trade buyers and sellers 
of used cars. The Measham 
Motor Index gives the values of 
secondhand cars, and this 
occupies 116 of the 156 pages. 
But the remaining 40 pages are 
lively and have the common 
touch. Not the least interesting 
feature in each issue is a road 
test report on an interesting car. 

But seven shillings a copy ! 
That is 4 publishing miracle. 


. * . 


Not MANY house organs run 
hobby pages. Avro News (A. V. 
Roe and Co., Ltd.) has a “Craft 
Corner” which tells how to make 
things. It strikes me as being 
well worth its place. It is also the 
kind of feature that could be 


widely syndicated. 


graphy is given by the magazine 
of the Iraq Petroleum Co., Ltd. | 
One recent issue contained 18 | 
pictures of high technical quality. | 


BOROUGH 
NEWS 


(Established 1885) 


irs « 


PUTNEY 


ROEHAMPTON 
SOUTHFIELDS 


WANDSWORTH 
EARLSFIELD 


CLAPHAM 
JUNCTION 


ETC. 
WANDSWORTH BOROUGH NEWS CO. (1954) LTD. 
Head Office : 
144 WANDSWORTH HIGH STREET, S.W.18 
Telephone: VANdyke 4226-7 
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ADVERTISER'S WEEKLY 


CELEBRATING HIS 
HALF CENTURY 


Ir is fifty years ago this month 
that Martin Euling of George 
Newnes Lid., started his career. He 
jomed the Yachisman Publishing 
Co, Lid. in August, 1904, as : 
editorial apprentice, Then 
changed horses—-or is it boats? 
to become advertisement manager 
to The Yachtsman, the Dock and 
Harbour Authority and The Steam- 
ship 

After the first World War he 
joined Tothill Press for a while and 
then became circulation representa- 
tive of Vogue, Saturday Evening 
Post and Ladies Home Journal. 

For the past 20 years he has been 
advertisement representative on 
Aeronautics and the Practical Group 
of papers at George Newnes’ 
northern offices. 

After 50 years Mr, 
phasises that he is 
strong.” 


The man who 
invented ‘Lexicon’ 


ADVERTISING — manager 

Timber Technology, David de 
Jongh tells me that his grandfather, 
David Whitelaw, who was editor of 
the late London and Premier 
magazines, has had the misfortune 
to break a leg. He is now in a 
Hindhead nursing home, and his 
many old friends in Fleet Street will 
be glad to know that he is progress- 
ing. Mr. Whitelaw is, of course, a 
well-known novelist; he recently 
had his 54th book published and 
will be starting another shortly. 
Next time you are playing a game 
of Lexicon, think of Mr. Whitelaw 

he invented it. 


Euling em- 
* still going 


Whirn a great deal of broadcast- 
casting experience both in New 
Zealand and on the BBC's overseas 
service, Miss Margaret Brinkman 
made her Television debut last 
Friday with the new type of fashion 
show, “Top to Toe,” about which 
she had an article in last week's 
Radio Times. 


Miss Brinkman (who is an account 
executive with Voice & Vision) came 
to this country about six years ago. 

having already 

made good in 

her native 

New Zealand 

and also in 

South Africa. 

While in the 

Royal New 

Zealand Nav 

she was suc 

~ : a success in 

<J her spare yr 

\ as a radio 

~ com mére 

that she was 

later employed 

by a Welling- 

ton commer- 

cial station to do a daily half-hour 

woman's programme. And during 

15 months in South Africa she 

became woman's editor of the 
Natal Mercury. 


Before joining V. & V. more than 
a couple of years ago Miss Brink- 
man worked with Vogue Export 
Book and, later, Harper's Bazaar. 


FROM CACTUS 
to HEADLESS FIGURES 


When planning your next ex- 
hibition or advertising display 
on your premises or hotel suite 
visit WINSTON CLARK 
STUDIOS to see the large 
selection of articles available 
for hire, including : 


Rubber Cactus 
Plants. 


Dummy Foods 
Millinery Heads. 
Fashion Figures, 


Children’s 
Figures, 


Men's Figures, 


Corsetry 
Figures. 


Our service also includes creating adver- 
tising models, display units and window 
dressing. Phone or write for details. 


PLANTS 


Biouse Busts, 


Hands from 3” to 
3’ 6” in dozens 
of different 
positions, 
Cclumns in 20 
different sizes. 


One of our 
selection of 
unbreakable 
rubber Cactus 
Plonts, 


WINSTON CLARK STUDIOS LTD., 
4, Old Burlington St., London, W.! 


Telephone : GROsvenor 7916. 


REGent 119! 
, 


Agrer copywriting with McCon- 
nell’s Advertising Service for the 
past year, Brian Cronin is to join 
an agency in New York. 

Mr. Cronin was born in Dublin, 
but spent his childhood in Cork and 
now claims to be a Corkman. His 
advertising experience, however, has 
all been in Dublin, first with Eason’s 
Advertising Service and then with 
Sun Advertising which he left to 
join McConnell's. 

He holds the diploma in public 
administration from Dublin Univer- 
sity and is now awaiting the result 
of the finals of the Incorporated 
Sales Managers’ Association exami- 
nations 

On August 17 he is to be married 
in Cork to Miss Hazel Noonan. 
dow sail for New York four days 
ater. 


Over here for a short visit (and 
then on to France, Ireland and back 
to England) is Jack Gurnett, owner 
of the Florida Citrus Reporter and 
the foremost writer in the United 
States of America on citrus market- 
ing affairs. 

The business aspect of Mr. Gur- 
nett’s visit is to make a personal 
study and survey of the way in 
which oranges and orange juice con- 
centrate could be successfully adver- 
tised in this country. He is acting 
for no agency either in this country 
or in the United States. 


W. Mitchell, sales director of 
Birds Eye Sales Lid. and H. A. 
Brown, sales manager, see one of 
the representives, B. E. Colechin, off 
on holiday. Covering the Birming- 
ham area Mr. Colechin won first 
prize in the company’s representa- 
tives sales tournament. His reward 
is a two weeks’ holiday on the 
Continent with his family. 


On the move 


| "HE staff of Individual Artists 
Ltd. are becoming a little hesi- 
tant about unpacking their paint 
brushes these days. For since its 
inception four years ago, IA has 
moved three times—always for lack 
| of space caused by continual expan- 
sion, 

Few people can claim to have 
started as H. (“Dusty”) Miller did. 
Together with Frank Hatton and 
Bill Angold (who has since left), he 
produced one original brochure in 
colour designed to “sell” the group 
to London's many advertising 
agencies So original was the 
brochure that without the backing 
of any art specimens it brought in 
enough work. to put LA. firmly on 
its feet. Incidentally, 118, Park 

| Street, W.1, is the latest address. 
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HE RISKED HIS 
SAVINGS 


IN just over eight years, R. C. 
Soffé has built up the sign busi- 
ness of Soffé Brothers, Ltd. 
Watford, from nothing at all to an 
annual turnover of well over six 
figures. He risked all his savings, 
£600, and used his office as a home, 
his wife having to silence their three 
young children while the phone was 
in use. 

Pelmet-fixer, typist, salesman—he 
had to do it all. Now he and his 
co-director, Harold Denmead, own 
39 commercial vehicles operating 
throughout the country, and hold a 
number of leading national ac- 
counts. He attributes a good deal 
of his success to advertising. A full 
page in Advertiser's Annual last 
year brought a contract from a 
tobacco company quite recently. 


Canadian visitor 
is impressed 


WET another transatlantic visitor 
impressed with Britain's economic 
recovery is Keith Crombie, presi- 
dent of Crombie Advertising Co., 
Ltd., of Montreal. Mr. Crombie, 
whose company already handles 
British battery, paint, and biscuit 
accounts, is planning to extend his 
British connections; and during his 
month's business-cum-holiday visit 
here he has been struck by the 
number of new factories being 
erected by firms he has visited. 

I found him very interesting on 
the great St. Lawrence River deep- 
water scheme, which, when com- 
pleted, will take ocean-going liners 
right up into the Great Lakes and 
also provide enormous electrical 
power. Undoubtedly it will give a 
terrific boost to the already flourish- 
ing Canadian economy. 


Back on his old 


training ground 


Newty appointed marketing 
director of Alfred Bird & Sons Ltd., 
T. M. (Pete) Smith, has worked on 
the sales and advertising side of 
General Foods Corporation of New 
York, except for a period when he 
served with the %h US Air Force 
in Britain. 

During this time, as an Air Force 
Lt-Colonel, he met and married 
Mrs. Smith, who comes from 
Crowell, Oxfordshire. In 1948 he 
came back to Britain as sales pro- 
motion manager of Alfred Bird & 
sons. In 1949 he was made sales 
manager and in 1953 became mar- 
keting manager, being responsible 
for home sales and advertising. As 
marketing director, he continues to 
supervise both these functions. 


CONTACT 
WEEK'S WISECRACK 


ey 


“Better arrange a full-scale 
audition for all the clients’ 
relatives who fancy them- 
selves on TV.” 
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We Hear 


Advertising for Carpet 
handied by C. J. Lytle vg Pn ——. 
mext week im the trade press with 
two-page spreads in nine journals. 

* _ a 

West Bromwich Corporation re- 
ceived £1,588 from advertising on 
the exterior of its buses in 1953-54. 
The scheme began in last June and 
will produce £1,900 in a full finan- 
cial year. 

om * * 

Annual convention of the Joint 
Industrial Council of the Printing 
and Allied Trades will take place at 
a October 20-21. 

* a 

=e st Council is considering 
enlarging the size of its civic publi- 
cation, Tottenham Calling, in order 
to accept local advertising. 

* — * 

New European offices for Vision 
and Visao magazines have been 
opened at 62 Pall Mall, London. 


STANDARDS YEARBOOK 


The 1954 edition of the British 
Standards Yearbook, published by 
the British Standards Institution, 
contains indexed references to 
2,500 British Standards current on 
March 31 this year, in addition to 
information of the Institute's activi- 
ties. It is priced at 12s. 6d., and 
contains over 500 pages. 

* . 


Celluware Ltd., of Gateshead, are 
publicising the North East by using 
the slogan for their products: 
“Made in the Durham County of 
England, an Ancient County with 
modern ways.” 

a. . * 

A publicity agent was fined at 
Huddersfield for causing obstruc- 
tion by an “iron man” device to 
advertise the film “Tobor.” 

* was embracing a bus 
clippie. 
* - 

The silver medal awarded 
annually to the candidate with the 
highest marks in the United Com- 
mercial Travellers’ Association's 
examination in salesmanship has 
been won this year by Mrs. E. M. 
Weedon, 32-year-old sales manager 
of a London laundry. 


APPEAL SUCCESS 


Lidston Advertising Service, Ply- 
mouth, have won an appeal against 
Plymouth Corporation’s refusal to 
allow an advertisement board at 
Crownhill Road. 

* * * 

An advertiser in The Times has 

sought recipes for happiness. 
* * * 


A survey of “Helicopters of the 
World” has been reprinted from 
Flight and Fs as a 16-page 
weeny, selling * Is. 


Man cai ft vening News 
readers are responding well to the 
paper's invitation to submit 
laughter-raising letters relating to 
“My First Day At Work.” 

* * * 

Stores and Shops are sponsoring 
two competitions—a window dis- 
play competition in connection with 
French Fortnight (October 1-15) 
and the journal's seventh annual 
essay competition. 

* . * 

Esquire are launching a new ser- 
vice for editors of house magazines. 
Articles or cartoons published in the 
magazine can now be reprinted with 
normal credit acknowledgment 


Publications News and Notes 


Monthly export 
paper launched 


A_new monthly ¢xport paper, 
Trade, has been launched. It is 
printed in three colours and has a 
type area of 13 A" ay 9 in. Initial 
circulation is 20 per cent 
being ieehened ‘in in this country and 
the remainder overseas. There is a 
standard advertisement space 3 in. 
by 24 in. costing £10. The first issue 
has 10 pages of which 2} are devoted 
to advertisements. blisher is 
R. H. Linton, 

* * a 


The combined print order for the 
October issues of the five Spanish 
language editions of Reader's 
circulating in Latin America 
been set at 1,192,500—the highest in 
six years. 

+ + a 

The Times Woslty Review this 
week will include a 12-page Survey 
of Banking. 

* * * 

A 72-page September issue of 
Family Doctor will include 33 pages 
of advertisements. Five will be in 
colour and there will also be a 
double-page spread in colour. 


Tops G.l. readership 


The American Overseas W 
topped the circulation of publica- 
tions on sale to the American 
military market overseas during both 
the first and second half of 1953. 
For the first half of the year the 
average circulation was 26, rising 
to 30,233 for the second half. The 
figures are compiled by Stars and 
Stripes who operate all the Ameri- 
can forces newstands in Euro; 
which offer a choice of 110 pub- 
lications. 


* * 

The Western Mail is running a 
picture competition featuring Brevitt 

hoes. Readers have to select the 
pair they like best. The winner will 
receive a pair free. 

* - * 

The net sale of the four papers 
in the Tweeddale Press Group—the 
Berwick Advertiser, Southern 

‘ounties 


was 24,126 for the first six months 
of this year. 
+ + * 

January-July 1954 ABC figure 
for Overseas, the journal of the 
Overseas League, was 48,424 (as 
compared with 48,710 for the pre- 
vious six months). 

+ ” * 

The ABC figure for January to 
June 1954 for the Western Gazette 
series was 84,281, an increase of 
1,178 over the July-December 1953 
period 

+ ” 

Net sale of the Telegraph 
during July was 1,053,154 copies 
daily 

+ ” o 

Title of the Journal of Decorative 
Art and British Decorator will be 
chaneed to Painting and Decorating 
from the September issue. The page 
size will be increased from 84 in by 
5} in. to 9} in. by 74 in. 

* * * 

The net sale of the Daily Express 

in July was 4,107,824 copies a day. 


The advertisers’ index of Fish 
Industry, a Blandford Publications 
production, not only gives the names 
of advertisers, but also their agents. 

~ * oF 

The September number of R.A.F. 
Flying Review will be a record issue 
both in i. — advertisement 
content. It wi ve 64 pages, of 
which 314 have been booked for 
advertisements. 

* + + 

Arrow Press Ltd. are cha 

erry ul 


the name of their 

Economist to Fuel 

from September it will ta be secblishos 
monthly, with a guaranteed circula- 
tion of 7,000. Until recently Fuel 
Efficiency News was published by 
the Ministry of Fuel and Power. 


journal changes hands 


The Lloyd Cole Partnership has 
acquired the ownership of Intimate 
Review, the journal which was 
launched a few months ago for cir- 
culation in coffee houses. It will ve 
published weekly as from August 14. 

o 7 * 
special page feature on 
S Careers for school leavers in local 
industry" was published in the 
Tottenham & Edmonton Weekly 
Herald, the Wood Green, Southgate 
& Palmers Green Weekly Herald 
and the Enfield Weekly Herald last 
week. Every advertiser was a lead- 
ing local industrial concern. 
a . + 

The autumn fashions number of 
The Tatler will be published on 
September 15. 


Front 


ADVERTISER'S WEEKLY 


YORKSHIRE Life | 
ILLUSTRATED | 


——— 


iy 


(HOSE) OF Tee wedenee 
i he 


cover of “Yorkshire Life 


Illustrated.” 


Several thousand of the 
August issue of Life 
IMustrated will be going to America. 
The magazine has been chosen as 
the Magazine of the Month by 
British Publications Inc. in the 
United States, the organisation 
which supplies American subscribers 
with a different British magazine 
every month. 


copies 


* + 
World Sports is publishing special 
56-page numbers for August, Sep- 
tember and October. 
+ * + 
A 32-page supplement on Radio 
and Television will be — by 
The Times on August 23, price one 
shilling. 


No. | Selling out rapidly 


Do this now 


and post to; 
Advertising Review, 


Advertising Review 


Quarterly - 64 Pages, 70 blocks 
A world-wide review of advertising art by the 
profession's foremost designers. 


Articles on every subject of importance to advertising. 


write your name and address on this advertisement 


8, Southampton Row, London, W.C.1 
For | year’s subscription £1, single copy 5/9 post paid. 
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Ads boost Selling 
Fortnight 


Ever Ready advertising is to be 
intensified during their annual 
Selling Fortnight, this year booked 
for September 27 to October 9. 
Large spaces will be used in the 
national, provincial and trade press 
during that period, with a new 
product, a Penlight, as one of the 
main features. 

Awards totalling £1,000 will be 
made during the Fortnight for a 
window display contest. 

Agents for Ever Ready are 
Greenlys Ltd. 


Readicut’s biggest 

Readicut Wool Co.’s largest-ever 
national campaign is to be launched 
shortly. Full and half-pages in 
colour will appear in the leading 
women’s magazines, half-pages have 
been booked for the “Daily 
Express,” “Daily Herald,” 
“News Chronicle,” and large spaces 
—mainly Ilinch triples—will be 
used in the “Daily Mirror,” the 
“Daily Mail” and the Sundays. 

A full page will be carried in the 
“Radio Times,” and the campaign 
will be completed with spaces in 
women's and other weekly maga- 
vines. Agents are 8. C. Peacock Ltd. 


Bird’s gift offer 


Large spaces in six national 
dailies, the three London evenings 
and an extensive list of provincial 
papers will continue throughout 
August announcing the free gift of 
a milk bottle opener with every tin 
of Bird's Custard Powder. 
foun are Young & Rubicam 


New agents take over Atlas 


One of the leading electric light bulbs and lighting accessories manufac- 
turers, the Atlas Lighting Division of Thorn Electrical Industries, have 


appointed new advertising agents. 


With effect from August |, Dudley 


Turner & Vincent Ltd. are to handle their accounts 

Outstanding technical and trade press contracts will be completed by 
the new agents, who have yet to make a decision with their clients on any 
new campaign, either consumer or trade. 


Record Triang 
Toys drive 


Trade press advertisements have 
announced a record pre-Christmas 
campaign this year for Lines 
Brothers Ltd.'s Triang Toys. Agents 
are Colman, Prentis & Varley Ltd. 

National dailies and Sundays, 
magazines, children’s newspapers, 
an rovincial dailies, evenings and 
wecklies will be used in the drive, 
which breaks in October. Half- 
pages have been booked in the 
nationals, and full pages in colour 
will appear in the magazines. 


Large Nescafé spaces 


A large-scale campaign for 
Nescafé in the three London even- 
ings—mostly full pages have been 
used—has been extended to take in 
11 in. triples or similar spaces in 
the national dailies and weeklies. 
The campaign is reported to be 
“extensive by Saward Baker Lid., 
who are handling the account. 


| 


layout man 


preferably with agency experience, 
who can produce quick and accurate 
adaptions and a good standard of 
‘finished roughs’. Sound knowledge 
of typography essential. 

Write giving details of experience 
and salary required to 


THE GENERAL MANAGER 
Stuart Advertising Agency Ltd, 
37 Park Street, W1 


Stuarts 


LOOKING 


FOR A 


Double Scottish tie-up 


To-day is the opening day of the 
grouse shooting season. Brevitt 
Shoes Ltd. have promoted a special 
Scottish drive tying up with this 
and the Braemar Gathering. 

Dealers in Scotland have received 
a package of display material for 
window displays, and details of a 
free stereo service for local press 
advertisements with a “heather and 
tweed” theme. The material was 
designed by the Robert Freeman 
Co.,, in collaboration with Brevitt. 


August 12, 1954 


Magazine drive 
launches new 


card game 


Thomas De La Rue & Co., Ltd., 
are to introduce a new card game, 
Calypso, from Trinidad. It is 
claimed to be the first entirely new 
game since Canasta. Top-class 
magazines will be used for a large- 
scale launching in September. 

Agents handling the campaign 
are Dorland Advertising Ltd. 
Calypso is a game for four players, 
using four packs of cards. De La 
Rue are to market the cards in a 
blue pack, containing the rules. 

Trade ap advertising is on a 
larger scale than usual. Throughout 
August the trade papers concerned 
will be carrying four pages of the 
Calypso announcement in four 
colours. Next month, the top-class 
magazines—among them ‘unch, 
Tatler and The Queen—will carry 
half-pages as the opening of the 
consumer drive. oint - of - sale 
material will be used on a very 
extensive scale. 


CURRENT ADVERTISING AT A GLANCE 


Accounts 


JAS. GOULD & SONS, LTD., for 
Gordon Advertising Ltd. Autumn 
campaign for bulbs in national 
press. 

PHILATELIC SERVICES (cam- 
paign in juvenile press), W. P. 
EGLINS LTD. (trade press cam- 
paign), and OPTABS LTD (cam- 

aign in provincial press for cye 
lotion tablets) for Stuart Hirst 
Lid. 

SUNBEAM NYLONS for Alfred 
Bates & Son, Ltd. Advertising in 
trade press and top-class 
monthlies. 

DANISH LARD BOARD for Dor- 
jand Advertising Ltd. Trade 
press advertising has begun. 

MIRROWARE KITCHENWARE 
& CUTLERY for S. V. Court 
Advertising Ltd. National press 
and women’s journals’ campaign. 

EDWARDS & HOLMES LTD. 
(NORWICH) for Gee Advertising 
Lid. Largest-ever campaign usitig 
national and provincial press, a 
trade promotion schemes. 

ATLAS LIGHTING DIVISION of 
Thorn Electrical Industries Ltd. 
for Dudley Turner & Vincent Ltd. 

EPOX MARGARINE, made b 
Krudde Ltd. for Paul E. Derric 
Advertising Ltd 


Campaigns 


NILBITE, using national press and 
women's magazines (Erwoods 
Ltd.). 

PLAYCRAFT TOYS LTD., pro- 
vincial and trade press, and point- 
of-sale material for “ Painting by 
Numbers” sets (Lucien Adver- 
tising) 

PLESSEY CO., LTD., using large 
spaces in aircraft trade press, 
mainly in colour (Roles & Parker 
Ltd.) 

EGG SHAMPOO (Richard Hudnut 
Ltd.), using large spaces in 
women's magazines (Armstrong- 
Warden Ltd.) 

NESCAFE, using large spaces in 
London evenings and national 
dailies and weeklies (Saward, 
Baker & Co., Ltd.). 


BIRD'S CUSTARD POWDER, 
using large spaces in national and 
provincial press for gift offer 
(Young & Rubicam Ltd.). 

TRIANG TOYS, using large and 
colour spaces for pre-Christmas 
campaign in national dailies and 
weeklies, magazines and chil- 
dren's and trade press (Colman, 
Prentis & Varley Litd.). 

ALSTON’S CORSETRY, using mail 
order shots, nationals and 
women’s magazines (G. Street & 
Co., Ltd.). 

SUBA - SEAL HOT WATER 
BOTTLES, using half-pages in 
national and women’s magazines 
(Whitehall Advertising Ltd.). 

STEVENSON (BALBRIGGAN) 
LTD., using filmets in_ Irish 
cinemas (Cinema & General 
Publicity Ltd.). 

READICUT WOOL CO., using 
colour spaces in women’s maga 
zines and large spaces. in 
national press for autumn cam- 
paign (S. C. Peacock Ltd.). 

INDUSTRIAL & COMMERCIAL 
FINANCE CORPORATION 
LTD., using two-colour and 
black-and-white spaces in pro- 
vincial dailies and selected trade 
papers for financial announce 
ment (Technical & General 
Advertising Ltd.). 

THOMAS DE LA RUE & CO., 
LTD., using half pages in top 
class magazines and large spaces 
in trade press to announce new 
rk game (Dorland Advertising 
Ad.). 

NATURAL NO. 1 PEAS, using 
large spaces in women’s maga 
zines (F. John Roe Lid.). 

EVER READY, using large spaces 
in national, provincial and trade 
press during Selling Fortnight 
(Greenlys Ltd.). 

BREVITT SHOES, using point-of- 
sale material and free stereos for 
Scottish promotion (The Robert 
Freeman Co., Ltd.). 

TRUBROWN ALE, using Pearl & 
Dean Ltd. filmlets (C. Barker & 
Sons, Ltd.). 

IBCOL, using national press to an- 
nounce new retail prices in 
September (Erwin Wasey & Co. 
Ltd.). 
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=r lf2z\ move 
SCOTSMAN Bie 


August 16th, will be 


The Scotsman is read daily by the most 


operating from their 


influential people in Scottish business new premises at 


and social circles. These readers have 


the means to purchase the quality goods | + I I 8 Park Street WI 


and services advertised in its pages. 


SCOTLAND'S NA TIONAL NEWSPAPER Individual will have space for 


Member A.B.C. Artists additional artists and 


(London) Ltd. 
North Bridge 63, Fleet Street the thermostatically 
EDINBURGH LONDON, E.C.4 


controlled heating and 


soothing decor will be 


a breeding ground 


VACANCY for even better creative 

FOR A NEW SLANT- for a aay itt in 
GOOD produ tion. 

TYPOGRAPHER 


I. A. Photographic have excellent nen 
Ltd. 


technical facilities 
A wide variety of accounts 


calls for versatility, freshness 
_ of approach and a complete 
knowledge of today's typo- 
graphical trends. If you pos- fashion and Stdete 
, sess these qualities, details of 


RING ~ REL: 3075 your experience and salary re- Photography, so often 


quirements will be appreciated 


o refused in the past 


jor lack of space, a 


and can now tackle 


well as an expansion, 


of their copy service. 


HENDON DORLAND ADVERTISING LTD., Old Clients can still use our old number. 
BILLPOSTING 18/20 REGENT STREET, 


COMPANY LONDON, 8.W.1. New clients will find MAYfair 4316 a 
"Phone Whitehall 0112 


number they can rely on for the COMPLETE 


Art and Photographic Service. 
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‘CLASSIFIED ADVERTISEMENTS | 
ARTIST 


for 


SOUTH AFRICA 


South Africa's largest indep 


August 12, 1954 


APPOINTMENTS VACANT 


PRODUCTION 
ASSISTANT 


In a group whose members 
have plenty of oppor- 


. London, E.C.4. CHAncery 8844 (Ex. 25). 


APPOINTMENTS VACANT 


Situations Vacant: “The en: gagement of persons answering these advertisements must 

be made through a Local Office of the Ministry of Labour or a Scheduled Employment 

Agency if the applicant is a man ) aged 50-60 tatamive os 0 waren aed § 18-59 inclusive 

unless be or she, or the d from the provisions of the 
Nedilcntios ‘of AE... Order 1952.” 


tunities 


dent advertising agency is 
looking for a first-class creative 
artist, who is equally at home 
with figure and still-life, and 
who can do sound layouts when 
necessary. 

This is an interesting and enjoy- 
able job, in our Cape Town 
studio, and offers pleasant work- 
ing conditions, Five-day week, 
superannuation fund, Passage 
will be paid. 

Initial salary around £1,000 a 
year, with excellent prospects, 


Write, giving full details of pre- 
vious experience, and enclosing 
a representative selection of 
specimens, including some original 
layouts, to 


P. N. BARRETT 
COMPANY (PTY) LTD. 
P.O. Box 694 
CAPE TOWN 


LEADING WEST END STUDIO has 


vacancies for qualified artists in the 
following departments: Lettering; Still- 
life (with knowledge of airbrush tech- 
nique); 
specialists; retouching; 

igure retouching 37}-hr 5-day 
week, ideal working conditions. "Phone 
or write for appointment to Technical 
Artists § Lid., 104-112 Marylebone 
Lane, London, W.1. WELhbeck 6403 
Appointments arranged evenings or 
Saturdays 


Mechanical 


STILL LAFE ARTISTS required for line, 


wash and colour illustrations. 
be fully experienced 
catalogue work 


Must 
in mail order 
Central London 


studio. 
Box 8279 Ad. Weekly 180 Pleet St BC4 


COPYWRITER 
required 


in the Publicity Department of 
a leading Electrical Engineering 
Company in South East London, 
to work on“descriptive 
trade ~ catalogues, press ~ ad- 
vertising and possibly a new 
house organ. A man between 
25/30 preferred. Experience 
in the Electrical industry an 
advantage. 


Write, stoting age, experience ond 


salary required, to : 
Box 8317 


IS THIS YOUR CHANCE? 


WE are looking for some good Production people— 

men or women—who are genuinely interested in 
the mechanics of Advertisement or Print Production. 
The positions we have vacant are for people in the early 
or mid twenties, with some Agency experience. 
this is the better job you have been looking for. 


not write and see ? 


S. H. Benson Ltd., Kingsway Hall, Kingsway, W.C.2. 


Perhaps 
Why 


| REPRESENTATIVE, 


having established 
connection with National Advertisers 
in London and Provinces, required by 
London concern producing first-class 
metal display units 

Box 8272 Ad. 


Line and Scraperboard; Shoe | 


LAYOUT ARTIST 
pte AGENCY 


Progressive arpgraney for 
young man, 23 to 27, in London 
Agency. 

Must have Agency experi- 
ence and be capable of competent 
Visuals and Finished Layouts. 

Happy studie conditions. 

Our Staff know of this ad- 
vertisement. Write : 


Box 8319 
Advertiser's Weekly 180 Fleet St €C4 


A LONDON 
Company require Catalogue Produc- | 


Industrial Mail Order 
tion man. Large monthly circulation 
Must be knowledgeable on industrial 
merchandise, fully experienced in 
+ naiuape layout, copy writing, etc 

stating age, experience and 
salary required, together with a 
of work (which wi 


to 
Box 8254 Ad. Weekly 180 Fleet St act? 
SENIOR ARTIST, with good all-round 


experience, for studio. Write, giving 
full details and salary requi 
Box 8252 Ad. Weekly 180 Fleet St BC4 


Weekly 180 Fleet St BC4 


| PRODUCTION ASSISTANT. Selfridges 


Lid. require a Production Assistant in 
their Advertising Department. A pro- 
gressive position is offered tc a young 
man or woman with original ideas and 
wide experience in copy, layout and 
production of press advertisements. 
Apply in writing to Staff Manager, 
oo Building, Somerset Street. 


ASSISTANT COPY WRITER 


wanted for 


Busy Advertising Department 


Experience of direct mail, sales 
promotion and catalogue prepara- 
tion essential. Ability to write 
clear, persuasive copy more im- 
portant than flights of fancy. 
Sound knowledge of departmental 
routine an advantage. Write 
Stating salary required to:— 


Advertising Manager, 
Platers & Stampers Limited, 
Prestige House, 14-18 Holborn, 

London, E.C.1. 


to keep them- 
selves fully in the picture, 
and to act on their own 
initiative, there is a vacancy 
for a fully experienced pro- 
duction man. Essential 
qualifications are accuracy, 
a sense of responsibility, 
and a lively interest in all 
aspects of print and pro- 
duction. 


Write, giving full details 
of experience and stating 
salary required, to : 


The Company Secretary 
DUDLEY TURNER & VINCENT LTD. 


Incorporated Practitioners in Advertising 


19, Buckingbam Street, London, W.C.2 


SPACE 


MARKET RESEARCH. Young man re- 


quired by London. company in their 
Marketing and Research Department 
Some experience preferable but not 
essential as full training will be given. 
Good prospects. Only those keenly 
interested in, and wishing to take up 
market research as a career, should 
apply, giving full particulars to 

Box 8290 Ad. Weekly 180 Fleet St BC4 
REPRESENTATIVES. Pub- 
lishers of Directories and Official 
Handbooks offer permanent appoint- 
ments to two first-class, experienced 
men who are accustomed to earning 
substantial incomes. ee stating 
age, experience, &c., 

Box #324 Ad Weekly 180 Pleet Si EC4 


REPRESENTATIVE 


"GOOD EATING,” the new monthly 


magazine, requires Space Representa- 
tive. 167 Strand, W.C.2. Tem. 6534. 
required for 
London company specialising in 
Photographic Display Production. Per- 
manency and very good conditions 
and prospects. Younger man seeking 
training and career considered. Write 
in confidence to 

Box 8293 Ad. Weekly 180 Fleet St EC4 


LETTERING ARTIST required, experi- 


enced in Studio of London Advertis- 
ing Agency Writ, AEC. 18 
Thurloe Place, S.W.7. 


Advertiser's Weekly 180 Fleet St EC4 


LAYOUT 
MAN 


Excellent salary and pleasant 
conditions for first-class agency- 
experienced layout man with 
mature type sense. Required 
chiefly for work on fashion 
accounts. 


Details in confidence to:— 
CONROY WYKES 
ADVERTISING LTD. 


16 Russell Gardens Mews, Ken- 
sington, W.14. 


PRODUCTION | 
ASSISTANT 


We have a vacancy for a 
young man with a good 
knowledge of blocks and 
typesetting and able to do 
simple adaptations. 

Write, stating age, technical 
experience, and salary re- 
quired, to 


The Secretary, 
SAWARD, BAKER & co. ave. “ 
27 Chancery Lane, W.C. 


Harrods Ltd. have a vacancy 
in their Advertising Dept. fora 


COPYWRITER/ 
VISUALISER 


for Men’s Wear, 
Furnishing 
and Hardware 


This is an excellent oppor- 
tunity for a keen young man 
or woman, offering scope, an 
interesting variety of work 
and on-the-spot experience of 
retail selling. Only applicants 
with previous experience of a 
similar character will be 
considered. 


Write in first instance in 
confidence to the Staff Manager, 
HARRODS LTD., 
London, S.W.1, giving details of 
experience and salary required. 
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APPOINTMENTS VACANT 


333 


ARTIST 


Good all-rounder. Experi- 
ence in Showcard, Cut-out 
and 3-Dimensional display 
work. 
Preference given to 
one with knowledge 
of construction. 


Required by very old-estab- 
lished West End firm. 


WONDERFUL 
OPPORTUNITY 
FOR 
RIGHT MAN 


Write full details of experi- 
ence, age and approximate 
salary required to :-— 

Box 8318 
Advertiser's Weekly 180 Fleet St EC4 


TRAVELLING ADVERTISING ADVISER 


World-wide Organisation with Head Office in London requires 
a live"and versatile advertising man preferably not over 28 and prepared 
| to spend a considerable part of the year away from the U.K. After 
training in the Organisation's selling policy and methods, he will act 
as Travelling Advertising Adviser to associated companies overseas. 
In this capacity he will have to give practical on-the-spot advice and 
assistance in consumer product advertising. Although backed by a 
| well-equipped central advertising department in London, he will be 
expected to make the best use of local resources. Thus he must have 
had basic training and experience in the technical and creative side of 
advertising and possess the ability to put his ideas on paper. 

The man appointed will join the permanent pensionable staff! of the 
Organisation. Write with full details of career to Box B.700, Willing’s 
362, Grays Inn Road, London, W.C.1. 


TECHNICAL ARTIST required in 
established studio Interesting = 


YOUNG LADY to assist in the Order 
| dvertising 
and permanency for competent man. 


Department of West End A 
ce. Good writer, typing an advan- 


| tage. Good prospects and salary. Sension, end Bonus Please 
Easy _ hours, alternate Saturdays. Be Ltd, 109 
Box 8323 Ad. Weekly 180 Fleet St BC4 
WEST END AGENCY 
WANTED!!! needs 
ACCOUNT EXECUTIVE YOUNG ARTIST 


Good Standard of Lettering. Familiar 
with Typography & General studio 
work. Studio experience essential. 


Ring GRO. 3708 for appointment. 


. . must be ready (and capable), of 
taking over and developing London 
Office of flourishing Provincial Agency. 
Every facility, including integral photo- 
graphic and artwork sections will back 


PACKAGE DESIGNER required for TACTS essential. Write, in the strictest 


the right man, Good circle of CON- 


WANTED. Good Lettering Artist with 
flair for attractive layout for small dis- 


Studio of National Advertiser of high confidence, to... play advertisements Some fi 

t hi ’ § gure 
standing. Wide ex mee of Binding Box 8338 work Resident reasonable distence 
Processes essenti: Write, stating 


100 Fleet Street, E.C 


experience and salary required, to Box 
409, Smiths". | 


Hendon. Call or ‘phone, Sports Pub- 


Advertiser's Weekly 180 Fleet St €C4 lications, 46 Watford Way, Hendon 


. Central. HENdon 1934/2929 


designer ; 
leader of a 


SAWARD, BAKER 
27 Chancery Lane, 


Saward: Baker 


require 


OUTSTANDING 
VISUALISER 


TOP LEVEL 


Must be a good advertising man as well 
as a first-class advertisement ideas 


of experience on important National 
Accounts in the leading Agency field. 


The Managing Director, 


APPOINTMENTS VACANT | 


| 
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CLASSIFIED ADVERTISEMENTS | MGQCUGIGRZenia 


London Art 
Service 


We have vacancies for Lettering Artists 
with a flair for creative free styles, and 
Retouchers, experienced in quality 
colour and monochrome work. Posi- 
tions are per with sub 

salaries. Light studio with congenial 
company. Sick benefit scheme. 


Phone for appointment— 
A. G. BROWNLEE, 
(MANAGING DIRECTOR) 


REGENT 8377 


SPECIALIST CITY JOURNAL of re- 


pute has vacancy for additional com- 
pany meeting representative. Write in 
first instance with details of age, ex- 


gemnes, etc., to 
8356 Ad. Weekly 180 Fleet St BC4 


THE TUDOR ART AGENCY 


LAYOUT 


LETTERING 
& 


GENERAL 
Artist's Agents 


1 Furnival Street, E.C.4 
HOLborn 8841 


man accustomed to work as 
team and able to show fruits 


the better. 


& CO. LTD. 
London, W.C.2. 


SERVICE ADVERTISING 


REQUIRE ANOTHER 


Production Man 


We are looking for a really qualified man 
who is used to handling all production 
work on important national accounts, He 
must possess a full knowledge of all 
aspects of blockmaking, typesetting, etc. 
If you think your qualifications fit, and 
would like to join a company with a happy 
atmosphere and good conditions we 
should like to hear from you. 

Please write giving age, present salary 
and full details of experience. 

The more factual you make your letter 


Address your application to Secretary, 
SERVICE ADVERTISING CO. LTD., 
77 BROOK STREET, W.1! 


‘Phone your Classifieds to CHA 8844 (Ex 25) 
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334 


August 12, 1954 


CLASSIFIED ADVERTISEMENTS 


PRODUCTION 
ASSISTANT 


required 


Experienced in handling all stages 

of mechanical detail, required to 

work on National and Technical 

Accounts. Apply in own hand- 

writing for interview, givin 

details of age, experience an 
salary to 


PERSONNEL MANAGER 
Clifford Martin Ltd. 
Piccadilly House, 
Piccadilly Circus, 
London, S.W.1 


MEDICAL 
for export 
ethical pharmaceutical house he 
should also have experience in layout 
and supervision of printing. Knowledge 
of French and German desirable 
Apply, giving full particulars of ex- 
perience and salary required, to Per- 
sonne| Manager, 

Box 8343 Ad. Weekly 180 Fleet St BC4 

A KEEN ENERGETIC LADY 20/35 
required as outdoor advertising repre- 


COPY WRITER required 


sentative for old-established high-class | 


independent weekly magazine Write 
Stating experience and salary required 
All replies treated in the strictest con- 
fidence 

Box 8330 Ad, Weekly 180 Pieet St BC4 


department of important | 


APPOINTMENTS VACANT . 


Situations Vacant : “‘ The engagement of persons answering these advertisements must | 


be made through a Local Office of the Ministry of Labour or a Scheduled Employment 

Agency if the applicant is a man aged 18-64 inclusive or 2 woman aged 18-59 inclusive 

unless he or she, or the employment, is excevted from the provisions of the 
Notification of Vacancies Order 1952."" 


PROGRESS, 


immediate and in the future, 
for a first-class 


LAYOUT MAN 


There is an opening in a medium-sized London Agency for a young 
man, preferably under 30, who has worked successfully for a few 
years on national consumer advertising. He has a strong sense of 
design and more than a smattering of knowledge of typography. 
He will find that the people he works with are interesting—because 
they are interested in top-quality work. Advertiser's staff know of 
this advertisement. Please write (no specimens in first instance) 
giving details of age, training, experience and salary required. 


Box 8359 
Advertiser's Weekly, 180 Fieet Street, E.C.4 


AUSTIN KNIGHT LTD. 


requires 


ORDER CLERK 
(MALE) 
for their 
Classified Advertising Dept. 
Aged 23 - 25. 
Must be good Typist. 


Write with details of experience 
to 
212a Shaftesbury Avenue, W.C.2. 


MANCHESTER Mail Order firm require 


male or female Layout Artist for cata- 
logue work. Must have had some 
previous experience. State age, wage 
and experience. 5-day week. Apply 

Box 8292 Ad. Weekly 180 Fleet St EC4 


TECHNICAL WRITER required for the 
| preparation of Instruction, Main- 
tenance, Service and Parts Manuals 
dealing with a wide variety of elec- | 
trical and mechanical engineering 
plant, including. turbines, electrical 
rotating machinery, switchgear, trans- 
formers, etc. fee gee om must possess of 
a sound technical education and ex- 
perience in this work. Excellent ser- 
vice conditions including a non-con- 
tributory Staff Pension Scheme. Please 
apply with full details training, ex- 
perience, qualifications, age, salary, 
ete., to the Chief Personnel Officer. 
Brush Electrical Engineering Company 


PUBLICITY ASSISTANT. Young man 
(25-35) required for Advertising De- 
partment of manufacturer of technical 
products and consumer goods. Ex- 
perience should embrace the origina- 
tion (ideas, layout, copy-writing, etc 

but not finished art), and production 
press advertisements, sales print, 

dealer aids, etc. Also exhibition stends 
and display work. Commencing salary 
within £600/£800 range Progressive 
position, pension scheme, S.W.1 area 


details of experience to 
Box 8327 Ad. Weekly 180 Pieet St BC4 
RETOUCHING ARTIST required, fully 


Apply stating age and giving concise | 


LETTERING ARTIST required. 


Ltd., Loughborough, Leics 

mw 
stating experience and salary required. 
Box 8339 Ad. Weekly 180 Fleet St BC4 


experienced in colour work, with apti- 
tude for figure work an advantage 
Hampstead area 

Box 8354 Ad. Weekly 180 Fleet St BC4 


ARTIST 
required 


London Agency require ex- 
perienced artist for visuals, 
roughs and some finished art- 
work and figure drawing. Will 
be required to control small 
studio. Particulars of age, ex- 
perience, etc. to 


Box 8321 
Advertiser's Weekly 180 Fleet St EC4 


BENSONS 


SAWARD -: BAKIER 
require 


ANOTHER WOMAN 


COPYWRITER 


vis outstanding—with record on im- 


WANT A 


portant food and fashion accounts. 


REALLY GOOD 


Holiday this year if required. 


| TYPOGRAPHER 


THE MANAGING DIRECTOR, 
SAWARD, BAKER & CO. LTD., 
27 Chancery Lane, London, W.C.2. 


Write to the Art Director S. H. BENSON LTD. 


Kingsway Hall, Kingsway W.C.2 


Classifieds to CHA 8844 (Ex 25) 


‘Phone your 
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August 12, 


1954 335 


ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS | 


| _APPOINTMENTS VACANT = 
Layout Artist | PRODUCTION 


ASSISTANT 
We believe that what we want 


Immediate opportunity for | 
| | young, enthusiastic man in space | 
is a very good layout artist ; if | | | production team in small London 

' ency. Must have had pre- 
that term is too old-fashioned, | | = Loony enperiants, ond be 
able to mark up type layouts, 
produce adaptations, order 
blocks and undertake general 
roduction routine. We do not 
ook for a typographer, but a 
man with an appreciation of 
balance in layout, able to adapt 
advertisements with the mini- 
mum of effort. Write, giving 
full details of age, experience 
and salary required to 


Box 8230 
Advertiser's Weekly 180 Fleet St EC4 | 


| 
| 
| 
' 


however, we would settle for a 
very good visualiser ! He would 
work largely on one important 


consumer account, and should 
have a good design sense, the 
ability to put in a slick presenta- 
tion rough—and preferably have 
had some experience of display 
and showcard work. Please 


apply—preferably in writing— 


stating age, experience and ASSISTANT PRINT BUYER wanted by 
| West End agency. Successful appli- 
| cant will be required to order, pro- 
gress, and control the delivery of a 
large volume of high-class print in all 
processes Thorough knowledge of 
block ordering and general agency pro- 
duction practices essential. Write age, 
experience, salary, to 
Box 8334 Ad. Weekly 180 Pieet St BC4 


salary required, to 


CRANE PUBLICITY 


LIMITED, 5/9 Quality Court, | | 
Chancery Lane, London, W.C.2. 


| ASSISTANT TO SALES MANAGER 


with merchandising and packaging 

SHORTHAND TYPIST required by experience Knowledge of Publicity 

Fleet Street advertising agency. Con- | an advanta Write stating experi- 
genjal surroundings 93 to 5.30 ence and salary required, 


No Saturdays. "Phone CEN 8672 Box 8332 Ad. Weekly 180 Fleet St EC4 


LARGE 
NATIONAL 
ADVERTISER 


marketing a wide range of both consumer and 
industrial products has the following vacancies :— 


ADVERTISING EXECUTIVE 
A very interesting opportunity is open to a 
keen, lively executive, preferably between 
the ages of 25 and 35. He (or she) should 
have had sound experience in advertising, 
including modern marketing and research 
techniques. 
PRODUCTION ASSISTANTS 
Vacancies exist for a number of production 
assistants with good technical knowledge of 
printing and general production work, 
The Company offers excellent working conditions 
and amenities, including a pension scheme. 
Please write fully, giving details of experience 
and stating salary expected. 
Our staff has been informed of these vacancies. 


BOX 8358 
ADVERTISER'S WEEKLY, 180 FLEET STREET, EC4 


ARE YOU 
A PIONEER AT 
HEART? 


Do you want to hit the TV trail before 
the others get there? L.P.E. have a gold- 
en opportunity to offer on the creative 
side of this new medium. 


YES or NO 


Are you a good visualiser? 


Do you watch cinema and TV 
with a critical eye? 


Have you had any experience 
of film making? —~ 


Are you aspiring to the super- 
tax bracket? 


If you answer ‘Yes’ to all four questions, 
please write (not *phone) to: 


The Manager 
SCREEN, RADIO & TELEVISION DEPARTMENT 
LONDON PRESS EXCHANGE LIMITED 

101 ST MARTIN'S LANE~ Wc? 


‘Phone your Classifieds to CHA 8844 (Ex 25) 
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ADVERTISER'S WEEKLY August 12, 1954 


CLASSIFIED ADVERTISEMENTS 
Pe eronTuenrs icant 


i 
Situations Vacant : ‘‘ The engagement of persons answering these advertisements must | 
be made through a Local Olio of the Ministry of Labour ox 0 Schoduied § Employment | . 
Agency if the > is a man aged 18-64 inclusive or a woman aged 18-59 inclusive | want fully trained 


APPOINTMENTS VACANT 


ASSISTANT 


for Advertisement Department 
of Trade publications. Vacancy 
exists with prospects for a 


young, keen and enthusiastic 
worker. 


Experience of office work, in- 

cluding copy chasing, proof 

routine, make-up, etc. essential. 

Write, giving age, experience 

and any special qualifications to 
Box 8320 

Advertiser's Weekly 180 Fleet St C4 


THE WHITETHORN PRESS 


LTD., 
publishers of “Cheshire Life,” 
“Yorkshire Life Ilustrated’’ and 
‘Lancashire Life,’’ County Magazines, 
etce., require a Designer to assist the 
editor with design and layout. The 
publications maintain a high editorial 
standard, and the aim is to improve 
their presentation 
should reflect a lively imagination, 
expressing itself in a high standard of 
contemporary magazine design A 
knowledge of typography and some 
experience of working closely with 
good printers are desirable, but 
enthusiasm for, and interest in, the 
subject are essential. Apply by letter, 


describing training and experience, and | 


cares ideas of remuneration 
plications marked ‘‘Confidential’’ to 

FY per Director, The Whitethorn 

xyes Lid., Philips Park, Manchester, 
il. 


PRODUCTION MAN required by West 


End agency. Experience in all phases 
of production work and ability to take 
complete responsibility for a group of 
accounts ——_ rite age, experi- 
ence, salary 

Box 8333 Ad ‘Weekly 180 Fleet St BC4 


unless be or or the “employment, is excepied’ fromthe proviions ot te 
Notification of Vacancies Order 


1952.” 


His/her work | 


PRODUCTION ASSISTANT 
REQUIRED 


for West End Agency. Man or 
Woman with previous experi- 
ence, age 25-30. 
Write giving full details, salary 
required, etc., to 

Box 8300 
Advertiser's Weekly 180 Fleet St EC4 


EXPERIENCED 
LETTERING ARTISTS 


We require 2 Lettering Artists 
with studio or agency experi- 
ence ; this is essential. These 
positions are progressive and 
permanent. Write, giving 
experience, age and salary, to : 
ART DIRECTOR, 
FLEET ILLUSTRATING SERVICE LTD., 
10 Argyll Street, London, W.1. 


ASSISTANT TO 


SPACE BUYER 
(woman) required. Must be able to 
work on a group of accounts with 
the minimum of supervision. Pre- 
vious experience in typing 

and space orders cssential 

week. Call, Crane +d Led., 
Quality House, apm Court, Chan- 
cery Lane, W. 


LONDON TECHNICAL STUDIO 


require the services of a first class 
general retouching artist. Apply giving 
full particulars to 
Box 8305 
Advertiser's Weekly 180 Fleet St EC4 


ARTISTS 


‘KEY POSITIONS’ 
Offered to Ambitious and fully 


Experienced Commercial 


RETOUCHING 
FASHION 


Artists 


STILL LIFE 
LAYOUT 


THE DIRECTOR of the British Leather 


Manufacturers’ Research Association 
requires an assistant for liaison with 
leather users and the press. Duties 
will be to interpret the work of the 
Association and to relate it to con- 
sumer needs. Some scientific know- 
ledge would be an advantage but is not 
required at a high level. Salesmanship 
and ability to write and lecture are 
more important. Salary according to 
age and experience. Applications 
should be addressed to the Director of 
Research, MRA, Milton Park, 
Egham, Surrey. 


| SALES EXECUTIVE. A _ progressive 


London company of display and exhi- 
bition contractors have a vacancy for 
a capable representative £500 p.a 
plus commission is offered to a man 
able to produce results. No other 
sales personnel are employed, conse- 
eae the applicant should be confi- 
mt of having sufficient experience to 
progress his jobs from start to finish 
Apply a ull details of experience, 
age, etc 
Box 8342 Ad. Weekly 180 Fleet St BC4 


General Artists Note 


We are looking for a really experienced 
man. A General Artist Plus. Not a 
Visualiser. Not a Designer. A good 
competent General Artist. 

We wilt pay up to 


a year, possibly more, with — 6 -term 
posepems to such a gem. He work 
in the cramped atmosphere of one of 
London's slickest studios. Ulcers are 
available. 

Phone or write for an appointment : 


David Judd Associates Ltd. 
175 Piccadilly, London, W.1.+ 
MAYFAIR 5560/5162 
Please, nothing but the best. 


Copy Detail Staff. 


Aged 25-30. Applicants send 
full particulars to : 


Staff Director, 
ColmanPrentis & Variey Ltd. 
34, Grosvenor St., London, W.1 


BIRDS EYE SALES LIMITED 


an assistant for their advertising de- 
partment Age not over 25, some 
experience in advertising, sales 

motion or display preferable but not 
essential. Apply, giving full details of 
career to date, to Advertising Man- 


ASSISTANT TO EDITOR of house pub- 


lication required by large organisation. 
Applicants must be fluent writers and 
have some experience of layout and 
production. Some technical knowledge 
of radio and television is essential. 
Write giving age and full details of 
previous experience and salary require 


to , 
Box 8336 Ad. Weekly 180 Fleet St BC4 


DETAIL SERVICE 
MAN 


with good experience required 
for West End Agency. Write 
giving full details salary re- 
quired to 


Box 8337 
Advertiser's Weekly 180 Fleet St EC4 


WHOLESALERS in the motor, radio, 


electrical, cycle and machine tool 
trades require immediately male or 
female to take — of Advertising 
Experienced in tra journal adver- 
tising layout, copy writing and 
general production work including 
catalogues and brochures. pply 
Kerry's (Great Britain) Ltd., Warton 
Road, Stratford, E.15. 


MR. W. W. 3. STUDD, Director Ius- 


trated Newspapers, wants an efficient 

Secretary, preferably with agency 

knowledge. Please write, giving ex- 

geroee and salary uired, to Mr 
dd, 198 Serend. Ww 


MEN'S, WOMEN'S & CHILDREN’S ; WANTED, BILLPOSTER. —— 
ARTIST-VISUALISER required for large ladder man. Young and tidy worker. 
Advertising Agency in Glasgow. Must Apply th Poster Service 
have at least three years’ experience in Orchard Street r 
N T an agency or in the advertisement de- . ; 
~~ of a firm. Keen imagination 

or the conception and execution of 

really original advertisements 
WITH in writing only meantime with no 


EXPERIENCED 


Progressive London Studio 
in the STRAND 


5-day week 


Please apply giving details of experience and salary required 
to Art Director 
BOX 8353 


Advertiser's Weekly 180 Fleet Street, EC4 


First class Conditions 


samples to 
Box 8328 Ad. Weekly 180 Pleet St BC4 


AN ADVERTISING AGENCY with « 


growing list of active accounts requires 
the services of a keen man in their 
Production Department. One aged 
between 20-30 with agency experience 
to take charge of a group of accounts 
working in conjunction with a Produc- 
tion Manager. Five-day week. » es 
giving experience, salary required 


x 8329 Ad. Weekly 180 Fleet St bes | 


ADVERTISING GIFTS. Agent required 


(car owner) for selling to the industry. 

Excellent prospects for active man with 

personalit Good commission (also 

payable for successful | mmo 
Applicant can be over 

Box 8326 Ad. Weekly | 180 Fleet St BC4 


VISUALISER | 


required. One capable of pro- 

ducing Creative Layouts up to 

presentation standard. Interesting 

work on a variety of Accounts 
Also First Class 


LETTERING ARTIST 
who is quick and slick 
Write or Phone Studio Manager 


RIPLEY PRESTON 


& CO. LTD., LUDGATE HOUSE, 
107-111 Fleet Street, E.C.4. 


Telephone: CENTRAL 8672 


‘Phone your Classifieds to CHA 8844 (Ex 25) 
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August 12, 1954 iii ADVERTISER'S WEEKLY 
CLASSIFIED ADVERTISEMENTS 


SENIOR ESTIMATOR wanted by the LAYOUT ARTIST (Ex 


. Fig.) specialises 
Exhibition Contracting Department of S in folders and brochures, seeks com- 
Otympia Age 25-40 Preferably COURSE missions 
with some knowledge of exhibition 


Box 8229 Ad. Weekly 180 Fleet St BC4 
work. Details of age, previous experi- 


: NEW IDEAS, creative layouts, artwork, 
ence and salary required, to Chief eoduction. Just write to 
Estimator, Olympia Ltd., Kensington. Box 8247 Ad. Weekly 180 Fleet St BC4 
w.i4 All applications will be dealt A.A. an elle e e AMS > 
with in the strictest confidence 

REPRESENTATIVE on Established 
International Technical journal. Only SUMMER TERMS FOR SUMMER STUDY BUSINESS OPPORTUNITIES 
applications accompanied with full 
= = ~ — Ey For a limited period ICS Home Study Courses in preparation SHOW CARDS, CUT-OUTS 
sive post building up to £2,500 p.a for the above exams are available at reduced fees !_ These practical ADVERTISING FOLDERS 
we. pam tsar ape alge and up-to-date courses have been prepared by experienced ‘and by photo-litho or letterpress (own 
annuation y » ECA : , : 2 . photo-litho process plant). 
Box 8286 Ad. Weekly 180 Pleet St EC successful advertising men with your special needs in mind, Start CARILLON PRESS LTD. 

gyi nage Ba gp Bg ~*~ this training now and you save precious time—ond money ! Fine Colour Printers, Bournemouth 

-- ? , , Teleph Be be 36835 

ed is Gao oe ae Every year with our help many advertising men and women London “Office 98-100 Fleet Street 
essentia able to wo or » » ‘ 7 ‘ : 
tive Permanent position with pros- have become Associates ‘of the IIPA or AA diploma holters. E.C.4. Phone : CENtral 1740 
een al aes eee This is your chance to prepare for future success at the mini- FOR ALL DRAWINGS, W. Partridge 
W ‘Hopwood & Co., Ltd., 67a Mosley mum cost to yourself ! now ot 6) Bartholomew Close, E.C.1 
Street, Manchester 2 . =e ant : 

ADVERTMENG MANAGER wih Gok We also give specialised training in COMMERCIAL ART, EXCEPTIONAL OPPORTUNITY « 
for Mail Order —— by —- POSTER DESIGN, LETTERING and SIGN WRITING. Ry My Be poo + ml 
leading watch specialists xcellent : wee : 

" - . . 7 “is additional capital £1,000-£2 000 
See cn aie ae on Write TODAY for free book containing information about Initiative, administrative ability and 
work closely with Managing Director our valuable instruction service and for details of our o sound practical experience desirable 
Please write, giving brief ou of Special Summer Term Offer. — bre mee excellent. Replies in 
experience and salary required, to 16 : 4 . 
Box 8340 Ad. Weekly 180 Fleet St BC4 DEPT. 2C INTERNATIONAL CORRESPONDENCE SCHOOLS ern wa San 

REQUIRED at Cambridge, for highly INTERNATIONAL BUILDINGS, KINGSWAY, LONDON, W.C.2 
interesting work in congenial country PRINTERS 
surroundings and excellent working 
conditions, a Carpenter for display and 


Write stating age, full particu- 


aah APPOINTMENTS WANTED Ml APPOINTMENTS WANTED 
chip. Write stating age, fall par COLOUR PRINTERS 


lars and salary required to TOP FLIGHT Publicity - Advertising- MEDIA SPACE BUYER, DAA _ Inter- 
Box 8331 Ad. Weekly 180 Fleet St EC4 Public Relations Expert seeks change mediate with 9 years’ experience, re . 
" Wide experience entertainment busi- quires position of Space Buyer in with up-to-date Works and 
ASSISTANT in Advertising Depart- a . 
f terse Midlands compen ness. Responsible for creating many medium-size agency Salary by . 
aeiies bs bie rou h y TP " 4 household reputations and for national arrangement. Please write Machinery (Letterpress) 
comms to pum & 8 campaigns Controlling present Box 8297 Ad. Weekly 180 Pleet St BC4 . a 
about 30. General knowledge of all national advertising budget of over welcome enquiries and 
phases of adveruusing and —_— £300,000 Ex-Fleet Gunee  Pemnnain ADVERTISEMENT MANAGER with : 
essential Superannuation | scheme known to editors and publishers provincial weekly desires to change to orders for Brochures 
Excellent prospects. Full details to Principals cay see to WW position offering greater scope for 25 ’ 
Box 8289 Ad. Weekly 180 Pleet St EC4 ve . oP . — perience Good selling record Ci : ] ‘ 
Beveridge & Co., 34 Smith Square years’ ext 2 8 atalogues and Monthly 
SECRETARY required for Advertising Westminster. $ W 1 . (displayed and classifieds) = —_ p dicals. W C . 
Manager of international group of sad : Rox 8344 Ad. Weekly 180 Fleet St EC eniodicals. rite: sener 
companies in West End Genuine pee tlm | nae de ae r- , ” ® 
a qd a | J . 
pe Ape a ~ eee — would consider partacedie small busi- | Manager, Clare, Son & Co. fags. 
pode! og CE ere or eee Oe ~ with oe Conversant with ACCOMMODATION Ltd.. The Cathedral Press RO a 
- . " all aspects silk screen process, good SoBe - :] an 
Box 8325 Ad. Weekly 180 Fleet St BC4 = . ~ rig 
organising ability, progressive ideas FREELANCE ARTIST offers excellent “J . econ 
KEEN, live, journalist, under 30, wanted Replies in strict confidence studio accommodation Telephone WELLS, Somerset. bea 
for house newspapers ; must be good Box 8346 Ad. Weekly 180 Fleet St EC4 West End ae 
production man with energy and initia- Box 8352 Ad. Weekly 180 Fleet St BC4 ae 
tive : no beginners. Write stating age. z ae bee 
caters, eopemrene., 30 ss tanes ts Ex. R.A.F. National Serviceman SERVICE TO PRINT BUYERS | ye 
iox 8 Ac eekly leet St B ae “ 
FIRST-CLASS SHORTHAND TYPIST Age 20, art school training and FREE LANCE SERVICES Our faaitisies in typesetting, letterpress - x 
required . 2 expanding Advertising private coaching, seeks = zo A — poh cis 
A - End of Lond 5. . “ 
a ee ee JUNIOR POSITION IN STUDIO Free-Lance interest in sending us an enquiry 
Box 8355 Ad. Weekly 180 Fleet St EC4 Any commencing salary considered TS LINCOLNSHIRE CHRONICLE 
ART EDITOR for well-established class Write Box 8357 FIGURE ARTIS General Printing House, 
trade magazine covering the women's Advert 's Weekly 180 Fleet St EC4 Waterside North, Lincoin 
fashion industry Progressive, well- vertisers Weekly ee required for first-class magazine work Telephone : Lincoln 666 
paid job Details to KEEN : " " and general illustrating. 
Box 8341 Ad. Weekly 180 Fleet St EC4 N enthusiastic wsinesswoman, 28. 
: . VALE STUDIOS LTD. 
FREE NTEREST. WwW with personality, sound secretarial 
- aor. We Py PE background. wide experience adver- 3 Harrington Road, South Kensington MISCELLANEOUS 
journal. The right man will ge an tising/publicity, wishes change. Re- - 
sponsible opportunity in advertising / ‘ . > " PHOTOGRAPHIC REFERENCES for 
interest free hibit fitorial field CREATIVE LETTERING artist /designer artists for sale or hire, photographs 
Box 7880 Ad. Weekly 180 Pleet St PC4 P. as - _ bos rial , a . desired desires further commissions Prefer- taken to personal ific einen Ms 
FIRST-CLASS GENERAL ARTIST Bon £348 Ad. Week 100 Fleet 9% BCA ably publishing. Agents invited. Ring sino Puno faml Aomae, Tae 
AND RETOUCHER required. Please ; GIP 2447 


J - . Street ware, cA Centr . 7920 
telephone or write for appointment STUDIO MANAGER, 34, typographer, CREATIVE VISUALISER handling Sa — 
Press and Publicity Artists, 20 Berners Production, package design, seeks pro- 


Sireet, Wt MUScum 7639 gressive position with firm in publicity | Service, CCU’ OMlere freelance SALES AND WANTS ‘s 
FULLY EXPERIENCED Retouchers Ben 534) Ad. Wenkly tho Pict St BC4 _ BOX 8350 Ad. Weekly 180 Fleet St C4 :. 
required for London studio specialis- AGENCY handling T.V. Films could ae 


ing in engineering subjects Piret- 
aos waa kanes oa re save pounds by utilising judgment of 


Box 8280 Ad. Weekly 180 Fleet St BCs  **Perienced film technician. Write in Free-Lance Offers are invited for 
RADIO TELEVISION PUBLICITY Box 8349 Ad. Weekly 180 Fleet St EC4 


Vito.” wing to feel’ 'Rermencet | | WORKS MANAGER | | FIGURE ARTISTS| '| two Foro 5-Tox 


post Phone LAN 2941 
at present controlling a staff of 70 in a 


medium size display firm desires a desiring representation DAYLIGHT FI 
APPOINTMENTS WANTED Jil hice — on > edna LM VANS 


engineering, commercial art, display. 


“ HAND-PICKED ” SECRETARIES exhibition, ‘and industrial design: is er Greieten aheaete Gah : 
available The Wigmore Agency, 67 pas od with costing, works routine and contact vehicles ae in Gresdiens moshenies! y 
Wigmore St.. W.1. HUNter 9951/2/3 ib co-ordi on site. order, each containing 2 16 mm 

AD. PRINT or Blockmaking job by Ex- Any executive position within his The projector, power generating plant and 
agency man 16 years’ blocks end range will be considered, preferably in Tudor Art Agency an independent public address syster: 
advertising experience. Now in Bir- the North-West. All replies will be 1 Furnival Street, E£.C.4 — 
mingham wants to move or regularly answered. Interested persons should nor farter desis oh —*? 
travel to South. Aged 38. Salary write to HOLborn 8841 Box No. 5268, intam Limited, 14 Hal 
about £600 Box 8322 
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ADVERTISER'S WEEKLY 


What’s cooking ? 


The Chief Instructor is demonstrating new 


group 


Industrial catering establishments 


techniques to a of students from 

. but as efficient catering for factory staffs 
is such an important part of Industrial 
Welfare, modern managements keep ahead-ot- 
the-news in staff catering developments and 
equipment by subscribing to the Journal which 
gives special attention to this vital topic every 
month—PERSONNEL 


MANAGEMENT, WELFARE 


AND INDUSTRIAL EQUIPMENT. 

If you sell Catering Equipment to Industry, 
then PERSONNEL MANAGEMENT, WELFARE AND 
INDUSTRIAL EQuipMENT is your logical adver- 
tising medium for it is read by the executives 


who BUY your type of product. 


Phone Chancery 8844 for rate card 


PERSONNEL MANAGEMENT 
. WELFARE £ 
INDUSTRIAL EQUIPMENT 


180 FLEET STREET, LONDON EC4 


Published by the Proprietors 


August 12, 1954. Printed in England by St 


BUSINESS PUBLICATIONS Ltd., 


at their office 
Clements 


August 12, 1954 


— STOP PRESS — 


LORD LAYTON 
JOINS ITA 


Lord Layton, vice-chairman of 
Daily News Ltd., has been appointed 
to sole remaining vacancy on board 
of Independent Television Authority. 
In recent Lords debates Lord 
Layton welcomed emphasis which 
Television Bill put on high standard, 
truth, and good taste in advertising. 
He forecast increased future ex- 
penditure on advertising which, 
combined with conti d shortage 
of newsprint, proved a reason why 
advertisers wanted a new medium. 

Lord Layton is also chairman 
of the Economist Ltd., member of 
Reuters Trust, and a vice-president 
of the Consultative Assembly of the 
Council of Europe. 


LUXEMBOURG SURVEY 
OF LISTENERSHIP 


Summary of findings contained in 
Radio Luxembourg Audience Sur- 
vey conducted throughout Great 
Britain and Ireland between July 11- 
17 shows that over the seven days 
13,050,000 adults listened to the 
English transmissions at some time. 
Over three weeks the number of 
adults listening at some time was 
18,100,000. These figures are given 
in a report prepared for Radio 
Luxembourg by Social Surveys Ltd. 
Figures last summer for Great 
Britain were respectively 9,070,000 
and 13,840,000. 

The report shows that the esti- 
mated audience for Sunday was 
6,200,000 adults and the average 
over seven days is given as 4,450,000. 
Lowest of the week is Saturday with 
3,900,000. Comparative figures for 
the BBC show that in July, 1954, 
as compared with 1953, the Home 
Service is down by just under 3 per 
cent, the Light Programme listener- 
ship is down by 5.2 per cent and 
television is up by 6.4 per cent. 

Top Radio Luxembourg pro- 
gramme is the Sunday hour “Top 
Iwenty” with an estimated adult 
audience of 3,700,000. 


FERGUSON CAMPAIGN 


Extensive autumn publicity cam- 
paign for Ferguson _ television 
opened with 4-sheet, 16-sheet and 48- 
sheet posters, escalator panels and 
1,000 London ‘bus sides. Design 
by John Lethbridge features the 
letters of the name “Ferguson” in 
brilliant colours. 

Large spaces booked by agents 
London Press Exchange Ltd. for 
press campaign covering 60 national 
and provincial daily, evening and 
Sunday papers, “Radio Times” and 
other periodicals, begin with half- 
page in “Daily Express,” August 24, 
presenting Ferguson television and 
radio receivers and radiograms to be 
featured at Earls Court Radio Show. 


C. E. (Charles) Weir contracts 
manager of Walter Hill & Co., Ltd., 
has died. He had retired just over 
twelve months ago after 47 years’ 
service with the company. 


st 180 
Press Ltd 


Fleet Street, Londo 
Portugal St King vay 


‘Y’ v. ‘X’ UNDERWEAR 


CASE APPEAL 


Notice of appeal has been lodged 
against judgment in the “Y yv. X” 
underwear case, heard at Edinburgh 
Court of Session. 

On July 21 Lord Hill Watson dis- 
missed a petition brought by Lyle & 
Scott Ltd., of Hawick, and Cooper's 
Incorporated of Wisconsin, USA, 
which asked that Wolsey Ltd., of 
Leicester, and Thornton & Co., Ltd., 
of Edinburgh, should be interdicted 
from supplying, selling and adver- 
tising X-front underwear for men 
in Scotland. 


CIVIL DEFENCE 
CAMPAIGN SOON 


National and local advertising to 
be combined for a Home Office 
four-week drive for more Civil 
Defence recruits. Campaign breaks 
last two weeks in September. 

Everetts Ltd. booking large spaces 
in national papers, weekly and 
monthly magazines. Saward, Baker 
& Co., Ltd, are handling 16-sheet 
poster drive. 

Latter part of campaign planned to 
use direct mail shots and canvassing 
visits to all householders. 


‘JUNIOR MIRROR’ 
AD RATE 


Advertisement rate for new 
“Junior Mirror” will be £40 per 
column run of paper. There will be 
five 134in. columns to a page. 


Representatives of Association of 
Specialised Film Producers and of 
Association of Cinematograph and 
Allied Technicians will attend meet- 
ing at Ministry of Labour to- 
morrow (Friday) following ban on 
overtime imposed by ACT. Dispute 
is over wages and conditions, “and,” 
states L. Parker, secretary, ASFP, 
“outcome will undoubtedly affect 
production of films for commercial 
television.” 


“News Chronicle” will launch 
next week campaign to cost between 
£15,000 and £20,000 to publicise new 
feature “The Missing Macleans” by 
Geoffrey Hoare, Paris correspon. 
dent, starting Aug. 23. Campaign 
will include I6in. x 6 col. spaces in 
London weeklies and provincial 
evenings; other sizes in provincial 
weeklies ; about 300 48-sheet posters 
in London and provinces ; thousands 
of fluorescent double-crown posters 
in t pen nag po main-line rail 
way stati d and other 
big cities. ae will last two 
or three weeks. 


rt. G. Lyall, who took over 
management of the National Needle 
Arts Bureau last autumn for a year, 
has now relinquished this position. 

J. J. B. Adams appointed as his 
successor. 


(Phone - Chancer 
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